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ABSTRACT
INFORMATION USE BEHAVIOR OF SOME TURKISH FIRMS 
AND THEIR INTEREST IN 
NEW MARKETING INFORMATION SERVICES
ÇİĞDEM ERTEM 
Master of Business Administration 
Supervisor: Assoc. Prof GÜLİZ GER 
June 1993, 111 pages
The main purpose of this thesis is to find out information usage behavior of 
Turkish business and industry, and assess the acceptability of new types of information 
services by them. To learn the intentions of companies about information usage in 
various managerial situations and their ideas about new information services, personal 
interviews were conducted with eleven information provider organizations and twenty 
companies located in Ankara. Findings showed that companies value and use external 
information which can be defined as the collection of marketing research and 
intelligence. In order to gather marketing intelligence they apply to many sources like 
distributors, customers, and various publications, while they prefer to conduct research 
by themselves because of their skepticism to custom marketing research companies. In 
the light of these findings, four new information services were suggested such as on­
line and recorded media data base services, syndicated research services, and 
information brokerage services. Since these services are mostly new to Turkish market, 
their adoption process is investigated and accordingly marketing strategies are 
suggested.
Keywords External Information, Marketing Intelligence, Custom and 
Syndicated Marketing Research, Information Services, On-line Data Bases, Recorded 
Media Data Bases, Information Brokerage.
ÖZET
BAZI TÜRK ŞİRKETLERİNİN 
BİLGİ KULLANMA ALIŞKANLIKLARI VE 
YENİ OLUŞTURULACAK BİLGİ SERVİSLERİNE YAKLAŞIMLARI
ÇİĞDEM ERTEM 
Yüksek Lisans Tezi, İşletme Enstitüsü 
Tez Yöneticisi; Doçent Dr. GÜLİZ GER 
Haziran 1993, 111 sayfa
Bu çalışmanın amacı, Türk şirketlerinin bilgi kullanma alışkanlıklarını öğrenmek 
ve buna göre bazı yeni bilgi servislerinin Türkiye pazarında tutunabilme olasılığını 
araştırmaktır. Türk şirketlerinin başarılı şirket yönetiminde bilgi kullanma ihtiyaçlarını 
belirlemek ve yeni bilgi servisleri hakkındaki fikirlerini almak için, Ankara'da bulunan 
onbir adet bilgi sağlayıcı organizasyon ve yirmi tane şirket ile mülakatlar yapılmıştır. Bu 
mülakatlardan elde edilen sonuç şirketlerin pazar araştırması ve du3aımlarından oluşan 
şirket dışı bilgilere değer verdiği ve kullandığı yolundadır. Pazar haberlerini alabilmek 
için bir çok kaynağa baş vurabilen şirketler, özel araştırma şirketlerine duydukları 
güvensizlikten dolayı, pazar araştırmalarını kendileri yapmaktadırlar. Bu bulgular 
ışığında, çevrim içi ve dışı veri tabanları, önceden hazırlanmış pazar araştırması ve bilgi 
komisyonculuğu ya da danışmanlığı şeklinde dört tane yeni bilgi servisi önerilmiştir. Bu 
servisler Türkiye pazarı için birer yenilik olduklarından dolayı, pazar tarafından 
adaptasyonlarında çıkabilecek problemler incelenmiş ve HPazar Duyumları, zel ve nceden
Hazırlanmış Pazar Araştırması, Bilgi Servisleri, Çevrim İçi Veri Tabanları, Çevrim Dışı 
Veri Tabanları, Bilgi Danışmanlığı.
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CHAPTER I 
INTRODUCTION
"It is hard to underestimate the strategic significance of the new information 
technology. This technology is transforming the nature of products, processes, 
companies, industries, and even competition itself Until recently, most managers 
treated information technology as a support service and delegated it to EDP 
[Electronic Data Processing] departments. Now, however, every company must 
understand the broad effects and implications of the new technology and how it can 
create substantial and sustainable competitive advantages." (Porter & Millar 1985, p. 
149)
As Porter and Millar stressed, the developments achieved on computer 
technology makes it possible to use more and more computers and computer control in 
many areas everyday. As a result, changes are happening in the ftinctions of businesses 
from manufacturing to new product design or from order processing to sales control. 
And companies who utilize these developments gain competitive advantage over 
others who do not.
But faster product design, on-line order taking and processing systems or 
machine controlled manufacturing is not the only outcome of the new information 
technology. There is one more dimension which is the information itself As the 
utilization rate of computers increase by companies, more and more data is created 
about the specific activities of companies and government agencies. And if these data 
can be gathered and processed to create information, it can be helpful for decision 
making. Today, information, and especially market information, is vital to a company. 
Because, companies of the 90's are no longer alone or no longer local, with the help of
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communication technology, customers and industry are well aware of all the possible 
alternatives of a company. And, hence, buyers are powerful. So, for example, a 
company can loose all of its customers if it does not respond to a price reduction or a 
technological improvement of its competitors. But, on the contrary, the organization 
which makes a strategic move first, as long as it is correct, will improve and strengthen 
its position relative to its competitors (Kotler 1991).
Realizing the importance of information, companies try to process and utilize the 
data created through their own operations and come up with systems such as 
management information systems. But these systems are not sufficient for supplying 
information about market and industry, instead mostly are firm specific and as a result, 
a need for market information arises for the managers. In order to satisfy this need, 
some companies form internal market intelligence and/or market research groups and 
others considering costs of forming such groups, employ service companies specialized 
in providing information. As a result, a new industry called information services, 
which means a kind of business to deliver various types of information to customers, 
was born causing foundation of many companies both in United States and in Europe. 
The types of services given by these companies vary a lot from providing specialized 
industry analysis and product image tests to on-line economic information and news 
(Kotler 1991, Lavin 1987).
The aim of this study is to learn information use behavior of Turkish business and 
industry and to assess the possibility of their acceptance to the information services 
which are broadly used in developed countries. In this introduction chapter, it is 
intended to form a base of knowledge for understanding the importance of information 
for successful management and the types of information required by a company with a 
focus on external marketing information and its sources.
Faced with the results of a wrong decision or a missed opportunity, most of us at 
one time or another have said, "If only I had known about that beforehand!" 
Knowledge makes the difference between success and failure in such circumstances, 
and knowledge comes from information (Lavin 1987).
Business and industry is run based on a series of decisions, and management is 
part of the organization where mostly the decisions are taken. The effectiveness of the 
management is measured in terms of the ability to optimize all the functions necessary 
for its success rather than just to maximize the efficiency of performance of any one 
function. For this purpose information is essential, since it plays the key role to 
successful outcomes in decision making (Brophy 1986).
Until recent times, management paid the most of their importance to managing 
money, materials, machines and man which are the four of the five critical resources 
of a firm and they undervalued the use of information (Kotler 1991). But the new 
conjuncture of the world and the changes in the marketing perspective such as 
globalization, customer oriented marketing and trend towards a non price competition 
increased the need and hence the importance of information to a company. The 
developments accomplished in information and communication technologies helped 
recognizing the value of information. The companies who started to utilize these 
technologies first gained competitive advantage over the others and effective utilization 
of information and related technologies became the critical factor in staying 
competitive in global markets.
As we all know, the world we are living is no longer static, but rapidly changing 
instead. And the complexity of this change is as likely to increase as to decrease in the 
years ahead. Numerous technological, social, and information revolutions are getting 
combined to create a degree of flux that often challenges the fundamental assumptions
1.1 The Need for Information in a Fast Changing and Uncertain World
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on which organizations and their managers have learned to operate. "Few, if any, 
organizations can be sure of a secure future, as scientific and technological 
developments can transform the ground on which they have learned to operate. 
Changes can come from 'out of the blue'. Traditional competencies or market niches 
can be challenged by new technologies, generating new skills and new products" 
(Morgan 1988, p. 1). In order to cope with this dynamic environment, managers have 
to read and anticipate environmental trends and market information, since these may 
provide an early warning mechanism for business.
Leave alone a rapidly changing environment, to make a decision for future in a 
static environment is difficult enough. Whether dealing with products, pricing, 
advertising, personal selling, distribution or on a new investment decision, uncertainty 
places an ever increasing cost on wrong decisions. All decisions lie on the continuum 
between certainty and uncertainty and contain some element of risk. Uncertainty 
means a total lack of information on the problem as opposed to certainty which 
presumes the presence of total information. As such the most critical element in the 
reduction of risk is information. For this reason, information is generally esteemed as a 
valuable commodity (Morgan 1988, Lavin 1987).
Having seen the importance of information for reducing uncertainty, and 
increasing the probability of success in business decisions, we need to look at the 
definition and the types of information relevant to a managerial situation for a better 
understanding of the concept.
1.2 Definition and the Types of information required for a company
"Information consists of classified and interpreted data that are being used for 
decision making" (Murdick and Ross 1975 in Brophy 1986, p. 34). Although the term 
is often used interchangeably with 'data', there is a crucial difference which in 
summary, relates to questions of value and use. Data are any coded messages,
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considered apart from their use by an individual. Information on the other hand, is the 
meaning of the data to an individual. It can also be seen as a resource which affects 
uncertainty. "Information is that which, when acquired by a human being, reduces or 
increases the choices available or enables the probable outcomes of the choices to be 
assessed with more or less certainty" (Boland 1983 in Brophy 1986, p. 35).
While some information analysts classify information required for a company 
into two main categories ; internal information which is mainly created through firms 
operations and external information which is gathered from external sources through 
intelligence and market research, some use more detailed classifications. For example, 
Lingam classifies the information required for a company into four categories as :
• Information regarding external situations
• Information regarding internal situations
• Informal Information
• Information for strategic planning. (Lingam 1984)
According to this classification, external information or business intelligence is 
the information required by a company to operate in the external environment. This 
information is gathered and evaluated from many sources on economic, social, 
cultural, political and technological environment in which the organization must 
function. This type also includes information about the present and future resources, 
plans, policies, and activities of customers, competitors, suppliers, employees and 
government. Many organizations pay little attention to gather and use external 
information in comparison to internal information. But in fact, the higher up in the 
managerial hierarchy we go, the more important becomes external and "projection" 
information. In the rest of this study, the term external information can be used 
interchangeably with business information, intelligence and marketing information.
The second category which is internal information constitutes all information 
and data pertaining to and arising out of enterprise itself so that future plans are 
prepared and operations are controlled effectively at all levels. But as it was stated at 
the beginning of this section, information is the meaning of data to an individual. 
Because of this reason, what is information to one manager may be data to another.
Informal information arises from interaction of the managers of a company with 
the people in their environment including employees and customers. Dr. Beishon's 
research (Beishon 1971 in Lingam 1984) in behavioral science shows that managers 
spent 70 % to 80 % of their time with other people. Although some of this 
communication is about irrelevant subjects such as playing jokes, discussing cars, 
houses and gardening, still remaining part gives hints to a manager about other 
people's interests.
The fourth category which is the strategic planning information is the 
information for long term planning and mainly used for projecting the future. This is 
the type of information which is gathered, evaluated and repacked from both past and 
present external and internal information. This type of information is very difficult to 
evaluate since trends formed from past data does not always become reality in the 
future.
After examining the types of information needed by a company, we can look at 
the decision matrix at Table 1 which gives us a three-way relationship among the types 
of information required, levels of management, and the types of decisions to be made 
at each level. But before going into further detail in this subject, it is beneficial to 
remember that the actual priority of information needs of managers vary according to 
the nature of the industry/business of the company and following matrix describes an 
average situation.
In this table, two elements are introduced and combined in order to provide a 
logical framework for identifying (1) the types of decisions needed to be taken at
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different levels and (2) the types of information required to take such decisions. The 
first element is the decision matrix which is mainly a grid with nine separate decision 
modes based on the types of decisions taken at different levels of management. The 
second element distinguishes among four different categories of information and 
assigns each to an appropriate square within the decision matrix.
Table 1. Decision Matrix; A framework for identifying and analyzing information 
needs of managers 
Source: Lingam 1984, p.45
_________Levels of Management______________________
Types of 
Decisions Top Middle Junior
Strategic 
Planning / 
Programme 
Decisions
*** External 
Intelligence 
*** Planning Inf 
*** Internal Inf 
*** Informal Inf
Inf/ ** External Inf
** Planning Inf 
** Internal Inf 
** Informal Inf
Periodic
Control/
Programme
Decisions
** Planning Inf 
** Internal Inf 
* * Informal Inf
** Planning Inf 
** Internal Inf 
* Informal Inf
*** Internal Inf 
* Informal Inf
Operational
Interpretative
Decisions
** Internal Inf 
* Informal Inf
** Internal Inf 
** Informal Inf
*** Internal Inf
Note : * Indicates "least or minimal" information required
** Indicates "more than minimal" information required 
*** Indicates "maximum" information required
As we move vertically from bottom to top i.e., from operational decisions to 
strategic planning decisions, through periodic control decisions, the amount of 
planning information needed increases and on the contrary the control information 
(which is a type of internal information) required decreases. Generally, for operational 
control decisions the internal information required will be maximum at the junior 
management level.
Lingam's classification divides information required to a company into four
categories according to how information is generated. But there are actually two main 
classes in these four which are external information and internal information. Because 
both informal information and strategic planning information consist of the two. 
Another classification with the similar perspective can be to divide information into 
other two classes: primary and secondary information. Primary information is 
produced specifically for the problem at hand. Secondary information is a by-product 
of some other-task, which is then applied to the matter under consideration. Secondary 
information is generally less costly than primary information, but it may not fit the 
company's needs exactly. If we join the two broad classifications in one example, we 
can better see their difference. The following table. Table 2, summarizes two different 
ways of looking at information for a market size projection needed by a company.
Table 2. Ways of looking at information 
Source: Lavin 1987, p. 3
Primary Secondary
Internal
External
Commission staff 
research report
Review sales force 
reports
Hire a research firm Look for articles in 
trade journal
As a summary, merging the two different classifications of management 
information provides a cross dimensional and a more detailed classification. In relation 
with the scope of this study, the rest of this report will focus more on primary or 
secondary external information. But before going any further, there is one important 
fact to remember: Just having information for a decision does not guarantee successful 
outcomes. What guaranties it is the information which has quality. Therefore the next 
section will try to supply the necessary knowledge on the quality of information.
1.3 Quality of Information for Decision Making
"The provision of ... information is not a numbers game, with the winner 
delivering the largest stack of paper" (White 1984 in Brophy 1986, p.34). As this 
sentence explains, not all the information supplied to management is beneficial. In fact, 
it is more probable for the managers to get information that does not meet their actual 
needs or get too much data so that they can not make use of it due to time limitations. 
The problems that arise in the effective utilization of information are :
• The user (i.e. the manager) is not skilled enough to appreciate the information 
submitted to him/her.
• The information supplied to the manager is not relevant with the prevailing 
situation.
• Too much information is submitted to the manager that he/she can not make use 
off.
• There is no integration between information created by different functional units of 
the organization. Therefore, it is time consuming or misleading for the manager to 
integrate these reports to make a decision.
• Information is not presented in the most suitable form.
• Information is not provided when it is needed.(Wiseman 1985)
The above problems suggest that we need to introduce the concept of'the quality 
of information' which is affected by following five main factors (Brophy 1986);
Relevance: Irrelevant information is known to be counter productive and 
actually this irrelevant information is called data rather than information. Therefore 
information supplied to management for decision making must be relevant to the
subject.
Timeliness: In each managerial situation there will be a critical time period 
during which information can have an impact. If the information arrives too late, the 
decision will already have been taken resulting very costly and difficult to correct 
circumstances. If the management decides to wait until the information arrives, it 
means that it is taking a decision for continuing the status quo for the time being.
Completeness: The concept of completeness of information is related to the 
decision to which the information pertains. Ideally, a manager must get all of the 
information required to make a decision. But sometimes, it may be impossible to gather 
all the information, or even if gathered, it may be impossible for the manager to 
analyze all the information gathered.
Reliability: As information is the key to decision making, reliability of this 
information is the key to success which is sometimes quite hard to achieve. Managers 
usually think that information provided externally may not be reliable since it is 
prepared by 'other' people and it can be wrong. But the likelihood of getting unreliable 
information from the company members is as high as getting unreliable information 
from external sources. For example, internal measures used to assess performance are 
usually biased and favor the company.
A further aspect of reliability is perception. Information may be misinterpreted or 
misunderstood by the decision maker. The originator of the data may mean one thing 
while the recipient may understand something completely different.
Cost: Because information is not a tangible commodity, and its production does 
not require a major production 'plant', people usually think that it is free. However, 
even when data is acquired free of charge, storage and retrieval costs can be highly 
significant. Therefore companies must consider the production, storage and retrieval 
costs of information while trying to gather it. For example, sometimes to get the
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information on a subject using firms own resources may be more expensive than 
buying that information from an organization whose expertise area is information 
production.
Actually, for all its value, information carries with it many costs. Whether the 
user hires a consultant, purchases expensive publications, or merely uses company's 
own resources to track down the answers, each method has a direct cost. But 
information also has such indirect costs as delayed decisions, wrong decisions or 
foregone opportunities, if care is not shown in collecting, evaluating and using.
To sum up, we can say that managers need timely, content complete, well 
presented, and reliable information to decide properly and to maximize their company's 
profits in the long run. Although having quality information can sometimes be 
perceived as costly, lack of it may create more costly outcomes for the company. 
However, if a company knows how to find and evaluate information required for itself 
together with the characteristics of this information, it may minimize the cost of 
acquiring information and can still be successful. Therefore the next section will try to 
summarize issues of information collection and characteristics of information regarding 
to external situations.
1.4 Characteristics, Problems, and Sources of External Information
External information is essential for marketing and strategic planning activities of 
the firm. Because, only with the help of external information, can a firm learn about 
changing customer wants, new competitor initiatives, new modes of distribution, new 
opportunities in both local and global markets, overall industry trends and so on (Vella 
and McGonagle 1987).
However, external information, especially if it is primary, is usually difficult to 
find and costly to obtain, since it is not created through firms operations. Although this 
information is external, some companies try to gather and evaluate this information by
11
their own personnel, and form research and intelligence groups for this purpose 
(Primary external information collected through internal efforts). Actually, depending 
on the specific industry's conditions, some of the external information can easily be 
obtained by training the personnel who directly interact with the company's 
environment such as customers, distributors and suppliers. For example, by educating 
sales force, a company can learn about changing customer wishes and preferences 
about a specific product (secondary external information collected through internal 
efforts). If the company is using distributors or retailers rather than using a sales force 
to contact with the customer, good relations and training supplied to these people will 
bring similar information to the company easily (Lavin 1987, Kotler 1991).
Even though, companies can learn some kind of market information easily by 
educating their own personnel, there are still different market information needs by the 
management which needs expertise in its creation such as market-surveys, industry 
analysis, advertising-effectiveness studies, statistics and so on. In order to encounter 
such information, companies either employ experts on research and intelligence or 
apply to specialized research firms to have these research done. The managers 
themselves normally do not have the skill or time to create this information (Kotler 
1991).
The decision of forming a specialized market research and intelligence group or 
to commission an outside research firm is directly related to costs and ease of obtaining 
information from the specific industiy. In fact, in US, 85 % of the large companies 
have their own research departments. And in these marketing research departments, 
one to several dozen researchers may be employed. Having an in-house research 
department does not mean that the company is closed to outside researchers. Actually, 
20 to 50 percent of budget of these in-house research departments is spent in buying 
the services of outside marketing research firms (Kotler 1991).
Whatever the decision of getting external information is (i.e. either internally or
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externally), the required information is gathered by the active participation of a 
researcher either in-house or contracted. And when it comes to collecting information, 
the researcher face a big problem: external information, especially secondary external 
information, is spread to different physical locations and sometimes the location o f 
information is not known. Therefore it is very time consuming to locate and gather this 
kind of information (Lavin 1987).
Sometimes secondary external information is public which does not necessarily 
mean free and sometimes it is proprietary. The key element of locating public 
information is knowing where to look for. Public information has one important 
aspect: it is not always published and many types of this information is not widely 
disseminated, but usually producers are willing to share them with those who ask. In 
addition, public information may not be easily accessible or evaluatable. For example, 
government agencies usually keep detailed records of actions about their activities but 
they may not keep statistics to summarize these activities and therefore, it is the 
researchers duty to evaluate these data and compile some statistics on it (Lavin 1987).
In contrast to public information, proprietary information is owned by the 
organization which produced it or contracted to have it done, and it is intended for 
sole use of organization. Actually proprietary information can be both internal and 
external. Usually, this information is not available to outside researchers. The examples 
of proprietary information are financial data, personnel files, market research, trade 
secrets and so on. Although certain limited categories of business information must be 
made public by law, the majority of company records are exempted from such 
provisions (Lavin 1987, Vernon 1984).
A third category of secondary external information is not fully public or private, 
but in between. This information is usually gathered and compiled by associations and 
the use of these material are restricted to "qualified subscribers" which means they are 
usually unavailable to general researchers. Certain types of data collected by trade
13
associations which are restricted to members are the best examples of this type of 
information. The information is shared among the member firms and is shown to 
potential customers, but it is not available for outside use. If we are to name this kind 
of information, we can call it controlled information or controlled publications. Some 
examples of controlled publications are Arbitron radio and television ratings, which are 
available only to stations and advertising agencies, and the National Quotation 
Bureau's Daily quotation service, which is sold only to registered stockbrokers and 
dealers (Lavin 1987).
Moreover, some of these controlled publications are available for sale to 
individuals who can afford them, but are not sold to public libraries. Examples of these 
include Dun & Bradstreet credit ratings, and the influential mutual fund reports by 
Tipper Analytical Services. These kind of services can be called as business reference 
services. Because, one of the most distinctive characteristics of this kind of information 
is timeliness, most business publications are sold on a subscription basis, and take the 
form of newspapers, magazines, loose-leaf services, and other formats that can be 
updated quickly and easily. As the communication technology eases access to distinct 
locations, the increasing trend in these services is to provide the information in on-line 
formats. Computers and communication technology not only facilitates the access to 
existing data but also, by making possible to store and reorganize increasingly more 
data, new multitudes of information products become available each and every day 
which were formerly impossible, or prohibitively expensive to create (Lavin 1987).
After seeing characteristics and problems of secondary external information, we 
can summarize sources of secondary external information for a researcher (Lavin 
1987):
Governmental agencies: such as ministries, undersecretaries for trade and 
planning, quasi-government agencies such as productivity centers, statistics agencies 
and industrial development agencies, and finally local agencies such as municipalities
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are useful sources of information for business research. The problems of this source is 
that activities are usually fragmented among many different agencies, and therefore it is 
difficult to gather information and whafs more some government agencies do not 
necessarily assume the task of disseminating information as one of their duty, therefore 
do not assist to researchers.
Libraries: Because libraries collect many types of publications such as 
directories, investment sources, industrial statistics, corporate reports, trade journals, 
and so on, much information can be extracted from libraries. Some libraries have even 
separate business branches to assist business researchers and answer detailed business 
queries for a fee. The main problem of libraries is that usually library staff can only 
provide limited assistance to each patron, and researchers must be willing to learn 
about basic reference tools, and to orient themselves to library organization if they 
want to make in-depth investigations. For those who are not interested in conducting 
their own library research, the alternative is to hire a free-lance information broker.
Trade Associations and other nonprofit organizations: These are good sources 
for high-quality business information. Those organizations deal with matters of mutual 
concern to their members, and common activities include promoting the industry, 
establishing standards and codes of ethics, and engaging in political lobbying. One of 
the primary functions of trade association is to provide information services to its 
members. The only problem of these sources is that sometimes it may be difficult to 
gather information from them, if the researcher is not a member.
Private companies: Given the profitable nature of business information, it should 
be no surprise that companies are other sources of external information. Some large 
companies have sophisticated research departments that produce high-quality business 
reports. In US, some consulting firms such as Abt Associates are excellent sources of 
original business information. Many consultants have developed reputations as the best 
sources of information in specialized areas. The range of companies existing solely to
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provide business information services is incredibly high.
Journals, newspapers and other periodical services: The information discussed 
under this topic is created mainly by the activities of third and fourth sources, only the 
form is different. Journals and magazines are the most widely used and, in most cases, 
most affordable forms of business publications. A trade journal is a magazine devoted 
exclusively to the needs of a particular industry and usually published by that industry's 
association. Several thousand trade journals are being published in the United States, 
covering most of the activity types. Trade journals and newspapers provide 
information about many relevant topics for the industry at hand such as new product 
announcements, government contracts, warn of impending changes in government 
regulations, regular statistical information, ranked lists of leading firms, buyer's guides 
and so on. Other than trade journals and newspapers, there are other kinds of business 
journals and newspapers published by private agencies. Examples of these are Business 
Week, Fortune, Dun's Business Month, The Wall Street Journal, Harvard Business 
Review and so on.
This chapter presented us an understanding on the importance of information for 
successful decisions and reducing risk in the long run. Moreover, we saw that, 
information must be timely, reliable, complete and relevant in order to guide a manager 
to successful decisions. We also learned that there are mainly two types of information 
as internal and external which can be both primary and secondary, and external 
information is essential for hearing the voice of the market. As it is external, it is 
usually difficult and costly to find and for this reason, instead of collecting it internally 
some companies apply to professional services that supply types of this information. 
Finally, whether a professional firm is commissioned or not, it may be possible to 
minimize the cost of collecting and evaluating this kind of information, if the sources 
and characteristics of it are well known. Being formed the knowledge base about the 
uses and sources of information, we can assess the relevance of these to our situation 
in the next chapter.
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CHAPTER II
PROBLEM DEFINITION
In chapter 1, we saw that information is essential for a manager. In fact, a 
manager's main activity is nothing but to process a variety of information types and 
take decisions accordingly. We also saw the types of information required for a 
company and pointed out that external information is as necessary as internal 
information. The ways to obtain external information was another subject and we also 
gave some examples from US.
But, as one can easily estimate, it is difficult to expect a similar situation in 
Turkey when US examples are considered. Because there are structural differences 
between Turkey and US, and although there is a competitive market economy, the way 
companies are run in Turkey may be different due to demographic, cultural, economic 
and technologic differences between Turkey and US.
This raises some question marks in our minds. First of all, is information and 
especially market information really vital to Turkish companies in order to operate 
successfully and survive in changing market conditions? Secondly, how do the Turkish 
companies obtain this external information? Do they have intelligence activities or 
research departments or do they retrieve this information from outside sources by 
purchasing? Is there a market need for information services? Are there enough 
information services available in Turkish market? If so are they marketed or do they 
need more marketing approach? If not, what kind of services can be supplied to 
Turkish market and what must be their marketing policy?
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The purposes of this study are try to find out:
• the perceived importance of marketing information for success in the market place 
by Turkish business and industry,
• the marketing information needs and usage behavior of Turkish business and 
industry,
• the sources of marketing information for them,
• the responses of them to competitive information sharing and availability,
• the types and marketing strategies of possible new information services that can be 
supplied to Turkish business and industry.
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CHAPTER III 
LITERATURE REVIEW
As the aim of this study is to find out the information usage behavior of the 
Turkish firms and to assess their interests on new information services we need to 
discover issues of information usage and the types of currently marketed information 
services both in developed countries and in Turkey. Because of this reason, a literature 
survey is conducted to extract the necessary knowledge about these topics. The results 
of this survey are summarized in a geographically classified format in this chapter.
3.1. Research on Available Information Services and Its Usage in US and Europe
3.1.1. Marketing Information Seiwices Available in US and Europe
Research and business intelligence information are the main examples of external 
information. If a company decides to obtain these kinds of external information, but 
has no resource or intention to do it by itself, then outside marketing research and 
intelligence sources are needed. In US and Europe, a company will certainly face with 
no difficulty in finding such a service. Since information is an asset that can be traded, 
information marketing has become a big business (Lavin 1987, Vernon 1984)
If the company decides to commission outside marketing research sources, there 
are three broad categories of research firms that the firm can contact:
■ Custom marketing research firms : These firms are hired to carry out specific 
research projects. They participate in designing the study, and the report becomes 
client's property. Market research can be done about many subjects and Appendix 1
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lists thirty-three marketing research activities that can be conducted, and the 
percentage of US companies carrying on each activity. A study performed on research 
activities of 599 US companies showed that the ten most commonly carried out are 
determination of market characteristics, measurement of market potentials, market 
share analysis, sales analysis, studies of business trends, short-range forecasting, 
competitive-product studies, long-range forecasting, pricing studies, and testing of 
existing products (Twedt 1983 in Kotler 1991)
■ Syndicated-service research firms : These firms gather periodic consumer and 
trade information which are unavailable through other sources and sell them for a fee 
to clients. Instead of conducting research for a single customer, compilers of 
intelligence services concentrate on subject with wider appeal, and sell the results to 
anyone who wishes to buy them. The most common areas for this type of publication 
are financial information and market research services. A classic example of the 
financial intelligence service is Dun & Bradstreefs credit information. Syndicated 
marketing services can provide the subscriber with an unbelievably detailed picture of 
how and where individual products are advertised and sold. These services are offered 
by market research firms employing a variety of survey techniques and selling the 
results on a subscription basis. Also, syndicated reports can give the subscriber a 
demographic profile of the people who buy a product, what brands sell best in which 
areas of the country, which companies have the largest shares of the market, who reads 
what magazines or watches what television shows, and other useful facts. Examples of 
companies that supply syndicated market reports according to their activities are:
. on many subjects for different industries and countries: Frost & Sullivan Inc.
(USA), Predicasts Inc. (USA), Key Note Publications Lts. (UK)
• on consumer sector and preferences: Mintel Publications Ltd. (UK),
Euromonitor Publications Ltd. (UK)
• on specific industries: The British Sulphur Corporation Ltd. (UK), Mackintosh
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Publications Ltd. (UK) (King 1984 in Vernon 1984)
■ Specialty-line marketing research firms : These firms provide a specialized 
service to other marketing research firms and company marketing research 
departments like field interviewing services. (Kotler 1991)
Sometimes companies need business intelligence information in addition 
to/rather than marketing research. If a company wants to retrieve this information from 
outside sources rather than specifically assigning personnel to collect, it has a broad 
range of choices to get this service which are called as business information services. 
Business information services are in the form of publications, electronic or not, with 
several distinguishing characteristics: they are updated on an ongoing basis, they focus 
on a narrow topic, they are usually distributed to a limited audience and they do not 
usually accept advertising. Six major types of business information services are : 
Newsletters, loose-leaf services, syndicated intelligence services, information brokerage 
services, on-line databases and the sale of data tapes or CD-ROMs. It is beneficial for 
us to study them in more detail since the subject of this thesis study is in close relation 
with these;
Newsletters: Although one can confuse with journals, newsletters differ from 
journals in several aspects. Newsletters are slender publications, often containing only 
ten or twelve pages per issue. Many are published by a single individual or small 
organizations. They are very specific to a subject. Thousands of newsletters are 
published in US.
Loose-leaf services: These services are designed to be stored in loose-leaf 
binders, so that revised material can be added by simply replacing an existing page with 
a new one. The advantage of loose-leaf format is the ability to bring together 
voluminous information from a variety of sources and organize it in a coherent system. 
But the recent developments in computer and communication technology is narrowing 
the market for loose-leaf services and replace these services with electronic ones.
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Syndicated intelligence services: The detailed information about these services 
were introduced above within the topic of three broad categories of marketing research 
services.
Information Brokers: Information brokers are people or companies who gather 
information for others as a professional business. They sort out information available 
on a mass scale and deliver it on a personalized basis. They perform this by searching 
wide-spread information to provide selective information on specific subjects of 
interest to a specific identities. Information brokers supply their service for a fee and 
can be called as "Information industry retailers" (Synnott 1987). Some brokers act as 
searchers only, while others add research, awareness and alerting, document delivery 
and competitive intelligence gathering services to their service line. Three very famous 
information brokerage services are;
. Brain (Business Research And Intelligence Network) from Alpha Systems 
Resource has a direct access to nearly every major database in the world and access 
these databases in order to satisfy customer inquires.
• Find/SVP is an information broker that does over 10,000 computer data base 
searches a year on more than 400 data bases for clients, half of which are Fortune 
100 companies. Their service is available on a per search basis.
• Information on Demand, Inc. offers three kinds of information brokerage services: 
research, document delivery and special reports delivery.
On-line databases: On-line databases are the outcomes of the powerfiil 
computers and electronic communication revolution. An on-line database is a file of 
information stored in a centralized computer and accessible to subscribers across the 
world via telecommunication systems. The user establishes an account with the data 
base supplier (called the vendor), searches the data base whenever needed, and in most 
cases pays only for the actual searching that is done. Telephone lines and a modem is
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used for enabling the communication. Data base vendors can be thought of as 
information wholesalers, serving intermediaries between dozens of data producers and 
the ultimate users of the material.
There are mainly three types of databases; full text, bibliographic, and factual. 
Full text data bases provide the user with complete documents that have been stored in 
the computer. The user can request the complete text of magazine articles, newspaper 
stories, special reports, and even entire encyclopedias. In contrast, bibliographic data 
bases merely refer the user to other documents, but they can make searching for 
information much more convenient. Factual data bases provide the user with answers 
to specific questions, and are among the most interesting data bases to use. They may 
list directory information, statistics, or financial data. These databases can provide 
credit ratings, stock and bond quotations, and industry reviews.
The use of on-line services has many advantages over printed materials. First, it 
is less costly for the researchers, because they do not need to purchase expensive and 
usually over data loaded published material or manually search different sources. A 
second advantage is that the information is usually updated more rapidly than printed 
sources. Finally, the computer offers the researcher incredible speed and power in 
retrieving information. An important characteristics of these services is that 
information supplied by most of the other services can also be supplied on-line. But, 
still, on-line data bases do not completely replace other research methods, and they 
have drawbacks of their own such as the difficulty in using, the need for learning to use 
the software and visible cost of on-line searching as contrasted to hidden labor costs of 
manual searching.
There are several thousands on-line services marketed by data base vendors 
throughout the world. The majority of data bases deal with business topics because of 
the need for current business information, and the businessperson's willingness to pay 
for such information. There are some "huge" vendors or data base distributors who
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offer a large number of data bases on a variety of topics. These vendors receive the 
information from individual data base producers, who in turn are given royalties for 
use of the data. The most known examples of these vendors are Dialog information 
services of Lockheed Corporation, Orbit from SDC information services, BRS 
(Bibliographic Research Service), ABI/Inform, CompuServe, ESA-IRS, Interactive 
Marketing Systems, and Data-Star. A recently born type of on-line service is finding 
job opportunities to companies. There are some host centers like BC-NET (Business 
Community Network) and companies from different countries leave messages to this 
center using the country local center about their activities and organizational 
characteristics. Periodically, messages from different countries are matched using a 
computer software and corresponding country centers are informed about these 
matches. These services can be supplied both free and for a fee. Examples of these 
services are BC-NET by EEC and WTC Network (World Trade Center Network).
Data sold in the form of recorded media: The last type of business intelligence 
services is the sale of data tapes, disks and CD-ROMs. Many producers of 
computerized data bases make copies of their data to magnetic or compact disk media 
and sell them. Although, this service does not have the advantage of immediately 
updated data, it is still very useful when the data needs of the company show a more 
periodic nature. Examples to this service include bank regulatory reports, demographic 
data, directories and etc. As the data is purchased, the user has the convenience of 
looking at it more than one times as requested (Lavin 1987, Vernon 1984)
3.1.2. Research on Utilization of Library Information Services in England
In 1988, the British Library Board published a study called "Library and 
Information Services to Business and Industry : Study on Levels of Service, Related 
Costs and Charging Systems" by Margery Hyde. The aim of the study was to examine 
the possible levels of business information services to industry and business by the 
libraries and to analyze costs and required charges for each level of service. For this
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purpose a questionnaire about information and library use was prepared and sent to 
both users and non-users of business information services of five British libraries. Out 
of 1000 questionnaires sent, only 308 company responded which corresponds to a 
response rate of 32 %. The detailed analysis of the results showed that British 
companies has access to a range of information resources and is clearly making use of 
established bodies such as public libraries, trade associations, and professionals. 
Commissioning of special reports is also a regular feature of business life. Use of 
electronic resources is less certain and use of information brokers and fee-based 
information services on the other hand is clearly still in its infancy.
Companies employing more than fifty employees were the greatest users of all 
resources and more likely to be paying for their information. Companies with less than 
fifty employees and especially less then twenty employees were the least likely users of 
all resources. Also, service companies were heavier users of information resources than 
product companies. The information needs and usage patterns of companies showed 
variances depending on the company size, industry conditions and the type of 
manufacturing and service.
In the second stage of the study, 40 companies were selected among the 
respondents for detailed interviews. The library user composition in this sample was 50 
%. In the interviews, questions about expectations from library information services, 
the awareness of companies about available services and the convenience and 
conditions of utilizing these services were asked. According to the analysis of the 
results, the principle reason for non-usage was found to be the lack of knowledge 
about information resources and lack of confidence to the abilities of library staff. The 
reason for unawareness on the other hand may be addressed to the inadequate 
marketing and promotional activities of the libraries.
The analysis also revealed the fact that respondents largely accepted the principle 
of payment for an enhanced information service and there was a clear preference to
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time-saving services, since quick and easy access is found extremely important. As a 
final point, respondents were reluctant to commit themselves to annual subscriptions 
and there was a strong preference for "pay-as-you-go" type of paying. The reason for 
this was believed to be the lack of confidence to services. Companies did not seem to 
be willing to commit for whole year and pay the amount before living the benefits of 
service. However, in the long run, they said that annual payment is easier if the services 
come out to be beneficial.
3.2. Research on Available Information Services and Information Usage in 
Turkey
3.2.1. Export Market Research Orientations of Turkish Companies
Bodur and Çavuçgil (1985) investigated information-use behavior, criteria used 
in assessment of export markets, and levels of involvement in international marketing 
research of Turkish export marketing companies. Data were collected by personal 
interviews done by senior export/marketing managers of 88 exporting firms in Istanbul. 
Because the main aim of the study was to compare export marketing research 
orientations of companies exporting to two different geographic areas, mainly 
exporters to North Africa, Middle East and OECD countries were interviewed. Results 
of the study show that exporter companies are more likely to use primary information 
channels in the form of visits to foreign markets, market research conducted by the 
companies themselves and visits of the foreign commercial representatives to Turkey. 
Among the three information channels listed, personal visits to foreign countries is the 
one utilized most. Secondary information channels such as Chambers of Commerce 
and Industry; Associations of Exporters, Center for Promotion and Evaluation of 
Exports (IGEME), Foreign commercial attaches assigned to Turkey are used by less 
than half of the exporting firms.
In the study, interviewed export managers were asked to evaluate various types
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of research projects in terms of perceived usefulness and extension of these 
applications to their firms. A list of 18 market and marketing project items were shown 
and asked to value a number between four and one. In the perceived usefulness scale, 
one means useless at all and four means extremely useful, whereas in the frequency of 
implementation scale one means never conducted such a research and four means 
always conducted. The following table. Table 3, lists the 18 research projects in the 
order of perceived usefulness and gives the responses of exporter companies about the 
perceived usefulness and frequency of implementation.
Table 3. Perceived usefulness and frequency of implementation of research projects 
Source; Bodur and (jlavu?gil 1985.
Research Projects
Perceived 
Usefulness levels
Frequency of 
implementation
Pricing 3.85 3.49
Packaging design 3.64 2.64
Competition 3.63 2.87
Product adaptability 3.58 2.84
Physical distribution systems 3.48 2.79
Business trends in the country 3.46 2.81
Economic development of the country 3.40 2.54
Consumer preferences 3.39 2.31
Industrialization level 3.34 2.25
Brand/Product image tests 3.33 2.12
Consumption experiences 3.24 1.87
Market segmentation 3.23 2.10
Feasibility of production in the country 2.99 1.58
Channels of distribution 2.95 2.00
Political forecasts 2.93 2.18
Brand-name selection 2.90 1.78
Promotion mix 2.84 1.66
Socio-cultural structure of the country 2.64 1.78
According to the table, exporter companies see pricing research as the most 
useful research and conduct it most frequently. In the same manner research about the 
socio-cultural structure of the country are rarely preferred. Another result that can be 
extracted from the study is that although, there seems to be a correlation between what
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is perceived as helpful and the actual implementation of projects, in general exporting 
firms implemented much less research than they believed would be desirable.
3.2.2. Bilmer Project by KOSGEB
In early 1992, KOSGEB (Small and Medium Sized Industry Development 
Union) started a project called Bilmer (Bilgi Merkezi) for analyzing, designing and 
implementing an information service to satisfy information needs of small and medium 
sized companies. The project team consisted of eight instructors of computer and 
industrial engineering departments of METU and some EDP personnel of KOSGEB.
In the analysis phase of the project, the project team tried to learn information 
needs of small and medium sized companies, and investigated ways of obtaining this 
information both domestically and from abroad. In order to find out information needs 
of Turkish companies, the team conducted interviews with companies from different 
cities and tried to add the opinions of experts on this subject by interviewing different 
departments of KOSGEB such as Entrepreneurialship Support and Technology 
Development Division, and Education Department. This study is proven to be quite 
useful for us since it provides the information needs of Turkish companies. However it 
also carries some limitations. First of all, partially because this study is conducted for a 
non-profit organization and partially because the aim of the study is just to give 
technical information, there is no marketing perspective in this analysis. And as a 
result, companies with different industrial activities and different geographical locations 
are interviewed for the study, but it is nearly impossible to extract information need 
differences of varying types of companies for segmentation purposes. Secondly, in the 
study, only information needs of the companies were asked, but no data were collected 
about real information uses of companies and payment approaches of companies to 
information as a valuable commodity. Also, since the study is conducted for providing 
information service to small and medium sized companies, the needs of larger sized 
companies are not known.
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However, against all of its limitations, this study reveals an important result to us 
and that is Turkish companies are aware o f some o f their information needs. 
Moreover, another characteristic related with this study is that it covers all the 
information needs of companies besides marketing information. The information needs 
extracted by this project constitutes a long list which can be gathered under fourteen 
main headings. These are:
• Company and its products information - to answer the questions of who produces a 
specific product, the quantity and the location of production, the consumption of a 
specific material, importers and exporters of a product, large industrial companies 
using a product,
• Regulatory information (mevzuat) on the subjects like importing, exporting, 
company foundation, environmental protection, standards and patents application, 
credit taking and so on,
• Test/analysis instruments and educational instruments inventory information,
• Expert person or company information,
• Information about patents.
Standards and test methods.
Announcement information such as fairs, exhibitions, seminars, bidding, new 
technologies, new materials and their usage areas.
New production methods and technologies information.
Conversion information on size, distance and weight measurements.
Raw material information as location and characteristics.
Possible product types that can be manufactured by a specific technology
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• Information on analyzing costs
• Market research information
• Efficient operation information.
After identifying the needs of the companies, KOSGEB tried to localize the 
sources of this information by contacting many government, quasi-government and 
private agencies. As can be understood easily, some of this information already exists 
in a government or a quasi-government agency, and can be reorganized and used by 
KOSGEB as long as it is in computerized form. But the rest of the information given in 
the above list does not exist at all and it will take some time to gather this information. 
The detailed description of marketing information sources to be utilized for the 
realization of this study and other information sources of Turkey are given in Appendix 
2. The realization of Bilmer is projected to be in the year 1995.
As a summary, there are many types of information services available in US and 
Europe, but only a small amount of them exists in Turkey. Reasons of this may be the 
insufficient level of information usage of Turkish companies and their strong intention 
to collect information by themselves. Other reasons may also be the insufficiency of 
information services available in Turkey and lack of marketing efforts for these 
services. In order to better understand these issues, we felt a need to talk with Turkish 
information providers and users by conducting interviews, and the following chapter 
will explain the methodology followed.
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CHAPTER IV 
METHODOLOGY
Learning the types of services and information sources available in foreign 
countries and some knowledge about research and information usage orientations of 
Turkish firms led us to make a specific search on the existence of similar services in 
Turkey and to become more familiar with information use behavior of business and 
industry. Since only after then, we could suggest new information services and analyze 
the acceptability of them by the Turkish market. In order to find these necessary 
information out interviews were carried out with both information providers and users.
Interviews with information providers aimed to extract the knowledge about 
marketing information sources of Turkey together with their usage rate by different 
industries and conditions of their utilization. With this aim in mind, those organizations 
which were described as the sources of business information in the first chapter like 
government agencies, quasi-government agencies, trade associations and private 
companies were visited (Appendix 3).
Sample o f organizations that provide information: One government agency, one 
quasi-government agency for industry development, two chambers, three trade 
development associations, two private custom research firms, and two specialized news 
agencies were interviewed which makes a total of eleven interviews. In some visits, 
EDP [Electronic Data Processing] staff of the organization, and in some of them 
people from different departments were interviewed.
Interviews with the organizations that provide information: In these interviews, 
the aim was to understand the kinds of information services and their utilization rates
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by business and industry. Whether they provide their service for free or for a fee was 
one of the questions asked and if the service is provided for a fee, the response of 
businesses and industry to these fees were also tried to be learned. In addition to those, 
the types of marketing efforts done to increase utilization rate were asked to relate the 
reasons of low or normal utilization. Another topic which was important for this study 
and therefore asked was their comments on information utilization of Turkish firms. 
The underlying reason for this question was to learn how business and industry value 
information. Unfortunately, information providers could not answer many of the 
questions. Since most of them did not even analyze their client's profiles, they could 
not provide information about who is more frequently using them and what their 
clients think about their services. But, still, the knowledge gained out of this interviews 
is very valuable, since it gave an idea about the present information services in Turkey.
After completing the interviews with information providers, the next step was to 
talk with the actual users of the information. As every marketing oriented study must 
take customers into account, the needs and opinions of industry and business are the 
key factors in this study. Therefore, information use behavior and the value of 
information to the companies must be discovered. For this reason, interviews were 
held with twenty companies. Instead of interviewing, sending a questionnaire could be 
another approach, but personal interviews were preferred for a number of reasons:
Although, larger number of companies could be reached by a questionnaire and 
therefore statistically significant results could be obtained, there was a risk of getting a 
limited number of proper responses or getting irrelevant responses. The interviews 
with information provider companies, especially TOBB, showed that response rate to 
these kinds of questionnaires was extremely small (generally less than 10 %, an 
extremely sharp example was 9 responses out of 4000 to an announcement which was 
to bring many benefits to companies), and it could take a long time to get the 
responses from companies. Also, there could always be a possibility of getting wrong 
responses due to misunderstood questions, or respondent would not be the right
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person in the company to answer the questionnaire, since in a questionnaire, we should 
expect no control over the answering process.
On the contrary, questions would be better explained, right persons would be 
contacted and finally not only answers to questions, but also real feelings and 
impressions would be extracted in an interview. Although this choice canceled 
possibility of finding out statistical conclusions, since only twenty companies based in 
Ankara could be interviewed due to time and financial limitations, it did not create a 
big problem for the completeness of this study. Because, the information use behavior 
and opinions of companies about information services were very well understood in 
those interviews.
Sample o f Information Users Interviewed:
A list of companies based in Ankara was requested from TOBB in which 
information such as company names, addresses, amount of personnel working, and the 
activities like manufactured products were included for 1200 companies. Companies 
with small number of personnel was appeared to be the surprising fact in the list since 
there were less than ten truly competitive company with more than 200 personnel. The 
two most important criteria taken into account while selecting companies to interview 
were the existence of competitors and the possibility of interviewing a top executive. 
Moreover, in order to increase the variety of viewpoints, companies from many 
different industries were tried to be interviewed. A list and brief description of 
companies interviewed can be found in Appendix 4. Companies were mainly from 
industries such as steel casting, wood works, food, electronics, paper, machinery 
production, construction, and textile.
After determining whether they are operating in a competitive market or not, 
the most well knowns of the list were contacted to arrange an interview with a top 
executive responsible from marketing. Fortunately, most of the top executives found 
the study interesting and participated. If we are to give numbers, six participant was
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either general managers or managing partners of their companies. Other six were 
deputy general managers responsible from marketing, and seven were either marketing 
or marketing and sales managers of their companies. In only one of the companies, I 
could not see that much interest and I interviewed a staff member from marketing 
department.
If we look at the competitive situations o f companies, only one o f them said that 
there are no national competitors to their main product. The rest claimed that they 
operate in competitive markets. However, 9 of them said that although the market is 
competitive, there are only a small number of competitors, i.e. just 3 or 4 competitors. 
The other ten stated that they face a tough competition with large number of 
competitors.
Among the interviewed companies, nine of them were the market leaders, eight 
of them were the second in competition, one was third, and remaining two said that 
because of the variety of the products and areas operated, their competitive position 
can not easily be evaluated. Another summary information that can be given about 
these companies is their geographic coverage. Half of the respondent companies aimed 
to satisfy only domestic markets, while the other half operated for both domestic and 
foreign markets.
Interviews with information users:
Because there was not an intention of yielding statistical conclusions, the 
questions were selected to increase creativeness and to prevent yielding respondent to 
an opinion. In order to achieve this, respondents were first told that the research is 
being done to learn the information needs of companies in a competitive environment. 
After asking general questions on the activities, competitive situation of company and 
educational background of the respondent, the dialog is narrowed to perceived ways of 
being successful in competition and decreasing risk. The aim here was to measure the 
value given to information as a risk reducer and competitive advantage provider.
34
Depending on the clues given by the respondent, the next questions became the 
research steps that are completed while a strategic decision like entering into a new 
market or launching a new product is taken. The reason of asking this question was to 
understand whether or not or at which degree these companies were utilizing research. 
If some type of research was used by the company, the next question was whether this 
research was conducted by the own personnel of the company or an outside research 
firm was commissioned. And the answer was probed in order to learn the intentions of 
the company -or person interviewed- about marketing research service firms. Later 
information sources used by the company and the aim of using them were asked in the 
form of "Do you or your company regularly follow publications like official gazette, 
reports of industry associations or alike" and "Do you follow fairs and exhibitions". 
After learning the sources and types of information used by the company, the 
respondent was asked to comment on better ways of obtaining this information as a 
service. This part was important since it brought about the idea of information services 
into existence and therefore impressions of the respondent were carefully noted.
The other questions were about the faulty conditions faced because of the lack or 
disorganization of information during the history of the company, the integration level 
of computer applications in the company, and the existence of an internal decision 
support system. The last part of the interview was about getting the opinions of 
respondents about competitive information availability and sharing. The question asked 
in the following way. "Do you think there would be a problem in your competitive 
situation if some information about your company becomes public and learned by your 
competitors?. For example last years production figures". Probing was necessary here 
to learn the attitudes of respondent to information availability and sharing.
The interviews were in the form of arranged interviews and lasted from one to 
two hours.
Information needs of business and industry and their attitudes to a variety of
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possible information services supplied to them were the targeted knowledge in this data 
collection phase. Although, useful and very creative data is gathered in this phase, it 
also incurs some limitations. First of all, only the companies located in Ankara region 
could be interviewed, which of course does not guarantee any similarity with the other 
areas of Turkey due to time and financial considerations. And secondly, the number of 
companies interviewed was only twenty which may not appear enough to draw 
statistically significant results. But as mentioned before, instead of yielding statistical 
results, feelings, opinions and creativity were aimed in this study. By choosing samples 
from a variety of industry and businesses, this aim was achieved. The next chapter will 
try to present the results of these interviews.
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CHAPTER V
FINDINGS: INFORMATION USE BEHAVIOR OF TURKISH COMPANIES
In this chapter, the results of the interviews conducted with information users 
will be presented, classified and evaluated to indicate information use behavior of 
Turkish companies. In order to do this, major parts of the interviews will be reviewed 
with the classifications of answers of companies. During this presentation, related 
sections of interviews with information providers will be included whenever necessary.
5.1. Perceived Ways of Being Successful in Competition and Reducing Risk in 
the Long Run
Having identified competitiveness and riskyness of the specific industry in which 
the company operated with the previous questions, perceived ways of being successful 
was asked to assess the priority and value given to information among other success 
factors. Most of the companies, if not all, stated that delivering high quality products 
is the key to being successful both in the short and the long run. They said that 
increasing the level of quality or at least staying in the same quality level is very 
important. Moreover, a general manager (50, M, Dortel) said that "We don't care our 
competitors. Because, as long as we continue to deliver high quality products, nobody 
can beat us.".
Some respondents added reliability, delivering a differentiated product and after­
sales maintenance to their quality description depending on the type of industry they 
were operating in. For example, a telephone switchboard manufacturer said that "In 
addition to being reliable, if my product includes more features than the features of the
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competitor's product, only then I can be successful".
Although not as common as quality and reliability, the other answers in the 
priority order were;
• By keeping up with the technology improvements staying competitive in the 
market place,
• Increasing the level of automation so that less labor work will be needed and costs 
will be reduced,
• Adding new products, that the market needs or may need, to current product line 
by adopting the innovations done abroad to Turkey,
• Carefully looking for new business opportunities and new tenders,
• Managing financial resources of the company very well,
• Hearing the voice of the market by utilizing sales force and distributors,
• Creating new products with research and development activities.
The above list suggests that companies value technology, differentiation, and 
cost reduction secondly after quality. The importance given to automation is interesting 
here. Most of the manufacturing companies were complaining about high labor costs. 
Even, some stated that "High labor costs and appreciated value of TL to foreign 
currencies" make them unable to compete with the products of some countries in 
Europe.
Adding new products to product line by importing or manufacturing the most 
wanted products or the famous new products of foreign countries, were the answers 
given by most of the companies working in the electronics industry. These companies 
usually use distributors or specialized sales representatives as an end point of 
interaction with the customers. They say that these end points are really trustworthy for
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learning needed products and for assessing the compatibility of new products to 
Turkish market.
As a result we can state that, for most of the companies the value of market 
information as a way to success comes after quality, keeping up with technology and 
cost reduction even though those may also require some sort of information. Although, 
companies stated that they value information at varying levels, their real approach to 
information usage can be observed in their research behavior while taking a decision 
and this will be the subject of next section.
5.2. Research Steps Leading to a Strategic Decision and the Identity of 
Researcher
The answers of the questions about research steps leading to a strategic decision 
were quite interesting, since companies were divided into two as; Researchers and non 
researchers. Among the researchers, the ones that geographically expand to foreign 
countries stated that in order to decide entering into a different country market, they 
conduct their own research by visiting the country, comparing the quality and price of 
available competitor products in that country and investigating distribution mechanism 
of that product in the country. Those companies also study custom and other 
export/import regulations of that country and Turkey in order to assure a legal 
business. These results were in accordance with the results extracted from the study 
called "Export market research orientations of Turkish companies" which was 
explained in literature review part.
For those who conduct a research and work for only domestic market, the 
interesting thing is that the research is usually done after the first decision about 
product selection is given. In other words, companies do not make research in 
deciding what other products to launch to satisfy a market need, since these decisions 
are mainly based on the current situation of the company. For example, Hema decided
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to produce taximeter, because their current product, tachograph, is very similar in 
design, and Telesis initiated industry type accumulator production, because they could 
not obtain these types of accumulators from the market for their switchboards.
Once the idea about the product is formed, there comes the time to begin 
researching. If the product is completely new (i.e. an innovative product), the research 
is about potential market of the product. Companies usually do this by producing a 
sample or prototype of the product and showing it to either distributors or customers 
that they have good relations. For example, in 1985, Seğmenler brought a new product 
sample of sesame oil-grape molasses mixture (tahin-pekmez in Turkish) to military 
garrisons to see if it would be used instead of purchasing sesame oil and grape 
molasses seperately and later mixing before serving. Orsan prefers to show its 
prototype furniture to its distributors in order to see if those pieces will find a market or 
not. The participant (35, M, Orsan) asserted that "Distributors exactly know which 
furniture can be sold and which can not". In addition to these efforts, some companies 
apply to related industries that can use the product or government agencies that hold 
information about these industries while projecting the market size of their product.
If the product is not an innovation (i.e. the company is launching the product 
after its competitors), then the research is about competitors. The answers of the 
questions "Who are the competitors ?", "How many pieces do they sell ?" and "What is 
the features and prices of the products of each competitor ?" are tried to be found by 
again utilizing the distribution channels.
The other class companies, the ones that do not utilize any research or do just a 
little, claim that their distributors are so good that if distributors want a product, there 
is no need to make any further research, it will certainly be guarantied that the product 
will be successful. The only thing to do in this case is to find or to produce a product 
that has proximity with existing ones. These companies were mostly proactive, but 
surprisingly, there are also some innovators in the non-researcher group. However,
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being innovative only means introducing an already existing foreign product to Turkey 
market first. These companies generally think that "We trust in our distributors. 
Whatever we import, they will sell.". Moreover, they expressed that "Turkish people 
love what is new and luxury, so there is no need to worry about the acceptance of a 
product in Turkish market.". In our interview with an electronics company, the 
respondent (35, M, Karel) said that they have plans to produce video phones (i.e. the 
telephone with view). I said that "how can you be sure that they will be accepted by the 
market ? In US and in Europe people did not like it because it was believed to disclose 
privacy." The respondent answered as "In US and Europe, people did not like 
handyphones either, but in Turkey everybody wants handyphones. The reason is the 
prestigious and luxury appeal of these products.".
Having learned research behavior of the companies, the next thing to understand 
is their approach to conduct these research on their own or commission an outside 
research firm. When I asked this question, with only one exception companies 
responded in a similar fashion as : "Our industry conditions are different. It is not 
similar with researching about the image of a detergent. We are the ones who know 
most about our industry. Hence, it is impossible for a research firm to produce a high 
quality research report about our industry.". One of the respondents (50, M, Dortel) 
gave the following strange answer when asked whether they prefer inside or outside 
researcher: "Would you let another person to decorate your house other than you? I 
think you would not. Similarly how can a research firm understand what kind of 
information I am looking for? I even do not let anybody inside the company do the 
research, I must be involved in it. Otherwise I can get wrong results." But, the man 
saying this also stated that he personally deals with everything in the company, 
including supervising porters while they are carrying machinery to the factory on 
Sundays. Another interesting answer came from the deputy general manager (35, M) 
of Orsan. The respondent declared that they are working on the decision of entering 
into kitchen cupboard market, but it is difficult to assess if the market is that much
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attractive as it seems to be. He added it will be a try-and-see investment. When I asked 
why they did not employ a research firm for this purpose, instead of risking the 
investment. He responded as "It is impossible for a research firm to assess what kind of 
cupboards will find what kind of customers, so it would be useless."
To sum up we can say that, majority of the companies prefer research conducted 
by their own personnel and do not trust to market research firms. But when a company 
accomplishes the market research by itself, then there becomes the problem of what to 
research. Some of the company top executives do not have a business administration 
or marketing background, maybe because of this reason, sometimes they do not know 
what to research, and as a result faulty conditions and wrong decisions arise. Most of 
the companies admitted that they face faulty conditions or the outcomes of wrong 
decisions, because of the insufficiency or the lack of information. The most typical 
example to these faulty conditions because of insufficient research is the entering phase 
of Aytemizler containers to Germany market. General manager (40, M) of the 
company stated that they conducted their own research before attempting to enter 
Germany market with their warehouse type containers. In their research, they studied 
only available competitors and their prices. They did not investigate quality aspects 
because they were unaware of quality norms stressed by German government. As a 
result, their products were returned because of unstandardized material and accessory 
usage. The outcome of this was the huge amount of sunk investment.
Some of the companies employ research when they fail, but some of them only 
say it happened because of fate and try to correct their mistakes after each failure. An 
example of company employing research to recover after a failure was Biltepe. The 
respondent (35, M) from this company stated that Biltepe was having difficulty in 
selling its product although it was a practical and innovative product. At that time, they 
were thinking that architects and constructors are unaware about the product. And that 
is why, they were trying to heavily promote the product. But when the company 
understood that utilization rate remained the same after that much promotion, they
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decided to employ a market research and contracted PIAR for this purpose. The results 
showed that there is problem not in awareness but in product application. After 
learning this, company corrected this problem, and sales raised sharply. The 
respondent says that "We paid nine millions of TL at that time, but we earned hundreds 
of it after learning our mistake. Moreover, we were all surprised with the resultant 
report. Because, at the beginning there were no body having an idea about this 
industry in the research company, but their resultant report was as if it was prepared by 
an industry expert.". This example shows that research companies can deliver good 
results -against what is expected from them- although they may not know much about 
a specific industry.
However, mistrust is not the only reason why business and industry does not use 
research companies. The second reason is the issue of direct and indirect costs. A 
research contracted to a research company constitutes a direct cost for the user. But, if 
the company carries out the same research by itself, then the indirect costs of this 
research like personnel time and transportation costs are not directly seen by the top 
managers and it seems cheaper to conduct the research in their own.
One of the respondents (50, F, Pet Holding) formerly worked as a researcher in a 
market research firm. Because of this reason, it was important to hear her ideas about 
this subject. It was surprising to hear from her that "In Turkey, it is very difficult to 
gather information by a company whose sole interest is on research. That is why, for a 
specific industry, it is almost impossible for a research company to deliver a good 
research with acceptable costs. Therefore, usually, a good research is the one that is 
expensive.".
Another example that can be given for the cost aspect of outside research is the 
situation of Telesis. The respondent (35, M) from this company declared that once 
they wanted to contract a research company to make a research about distribution 
mechanism of competitors. "The contacted research firm wanted such a high amount
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that our general manager did not accept. Because of this reason, we conducted the 
research by ourselves. At the end, we saw that we gave the right decision since our 
distributors easily got that information for us in a very easy manner. We were lucky 
that we did not spend that much money.".
In chapter three, three types of marketing research was introduced including 
syndicated marketing research. Syndicated research firms work on specific industries, 
and sell their findings in the form of reports to the related industry companies. One of 
the participants (35, M, Tekofaks) said that they are periodically buying and using such 
a report which was prepared by a company called InfoSource Inc. titled "Facsimile 
industry in Turkey". The respondent said that they met this company in an international 
fair about facsimiles that they participated, and since then they were buying the report 
every year.
As a final remark, some of the participants asserted that they do not utilize 
research because they do not need to. Either their industiy is very deterministic, or they 
are very glad from their current position, they do not have to take strategic decisions 
that requires marketing research. Three or four companies, interestingly, talked in a 
similar way as "We can not even satisfy current demands with the current capacity. 
And we do not want to increase capacity, because we are glad from our current 
position. So why do we need research. We do not have any problem."
In brief, this section shows that some of the companies use detailed research 
findings when taking a decision, while others do not or do only a little. Non-users are 
mostly the ones with wide distribution or sales force mechanism. Among the 
researchers, majority were against commissioning an outside marketing research firm 
due to unreliability and cost considerations, though most of them said they faced faulty 
situations because of lacking knowledge about what to and how to research.
However, whether internally or externally created, there are some sources which 
a researcher use to extract the required information. And next section is dedicated to
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5.3. Information Sources Used to Satisfy Marketing Information Needs
Until now, we saw research making and information use behavior of companies. 
In can be conferred that not all, but at least some of the companies use and value 
marketing information in the light of answers given to above questions. But then the 
question becomes what information sources and services are utilized by those who 
value and use information.
The most popular answer to this question was distributors and sales force. 
Companies who use distributors as a channel mechanism stated that distributors are 
excellent means of getting information about customers and competitors. They added 
by claiming that a loyal distributor can obtain all the information needed, because it is 
beneficial for both themselves and for the company. However some companies claimed 
to prefer direct sales force to distributors due to loyalty and belonging problems since 
direct sales force is believed to be closer to the company.
Customers were the second in popularity among all answers. Companies who 
work directly with customer orders like the steel casting company and container 
manufacturer, asserted that their clients provide all the required information.
Another popular information source was the publications about bid information. 
Examples of these are official gazette, newsletters, industiy journals and additions of 
specialized newspapers which include IKA, EBA and ANBA newsletters, bid-additions 
of Dünya gazetesi.
While the above three sources and services were found satisfying by some 
companies, the others who needed a bit more used the following sources in popularity 
order:
information sources used by Turkish firms.
45
DIE annual statistics bulletins, indexes and other official announcements about 
economic trends,
Industiy specific journals -both national and international- for learning the 
developments and changes in the industry.
Publications and activities of chambers of commerce and industry. Some 
companies stated that their chambers are very beneficial in supplying needed 
information.
Mostly international and sometimes national fairs and exhibitions.
Governmental agencies that are related with their industries.
Personal connections in governmental agencies and in private organizations to hear 
about government and private bids as early as possible.
Contacts with competitors and the retailers of substitute products as if they will 
become clients to learn feature and price information.
Private publications that deal with economic trends and news such as Ekonomik 
Panorama, Ekonomist, and etc..
Talks and meetings with competitors, and friends working for the same industiy.
Publications of IGEME about the markets in foreign countries and custom 
regulations.
Commercial attache's of many countries.
Catalogs and directories like European Export Products,
Financial pages of Reuters and Telerate,
Syndicated reports of industry development associations, private organizations and
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other non-profit organizations as Interpro for computer industry and DEIK for 
exporters,
• Periodic courses and seminars given to customers and potential users,
• Quarterly bulletins and annual reports of the Central Bank of Turkey,
• Daily newspapers and magazines,
• Publications of other international financial organizations.
As it can be observed, though there are connection opportunities, on-line data 
bases and data banks of US and Europe do not appear in the list of sources. One 
reason for this fact was that, most of the companies were not aware of the connection 
possibilities to these services from Turkey. A small group of companies knew that 
these kinds of services exist in foreign countries but thought that they can not be 
accessed from Turkey, while the rest did not even hear about these services. Only one 
company was aware of connection possibilities. However, that company heard about 
only TOBB's connection facilities and stated that they did not like to use this service 
because it is very expensive.
As a conclusion, we can say that distributors and sales forces are the most widely 
used source to satisfy marketing information needs, followed by the customer feedback 
for the companies who work directly with customer orders, and publications that are 
delivering bid information. Though not as popular as these three, other publications 
like DIE bulletins, industry specific journals and bulletins, and fairs and exhibitions are 
among the used sources. Interestingly, most of the participant executives were 
personally trying to extract information from these various sources, and they had to 
spent time, effort, and money on that. Therefore, their willingness to prefer 
information services that ease the information gathering task was searched and detailed 
in the next section.
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After learning sources and the ways of getting external marketing information, 
we saw that companies may need additional information that is spread out to many 
places other than the ones collected from distributors and clients.
However, gathering such information from numerous sources is expected to be a 
difficult and time consuming task. In order to learn if it is true or not, companies were 
asked to comment on problems of information collection. It was no surprise to hear 
most of them stating "Yes. It is difficult for us to gather this information, especially 
when our time is so limited. Therefore sometimes we skip this option and take 
decisions in the lack of information.". These comments provided a good opportunity 
to ask about their suggestions for improved ways of getting information and to discuss 
possible information services that can be marketed to them. For the question "Would 
you suggest a better way of getting this information ?", while some replied it is a 
subject that they have never thought before, some brought examples of information 
services from US and Europe and added that the possibility of having those services in 
Turkey could be an answer. But immediately after this they said "But it would still be 
very difficult yet not impossible to provide such a service here".
The respondents that had no idea about possible services showed interest when 
they became aware of different types of available opportunities which let them consider 
the subject. I asked "If an organization would provide industiy specific bid information 
from official gazette to you or if an organization would gather and serve all important 
economical statistics and industry specific statistics to you, would you buy it?". The 
responses can be classified into two categories:
Those who said "of course we would" and those who said "our information 
needs are so specific and arise so immediately that we don't believe any kind of 
publication or service can satisfy these". The latter group although small was totally
5.4. Better Ways of Getting the Needed Information: Information Services
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against the idea and they were mainly the ones who were strongly opposing to the idea 
of having the research done by research companies. Therefore the former group was 
probed to collect creative ideas about the subject.
Although most of the companies agree on usefulness of these kinds of services, 
they have concerns about the difficulty of such a job of supplying services. They said 
they could only value such a service if it is seriously prepared and managed. Some of 
them asserted that specialization level to a specific industry, detail level of data, and the 
frequency of obtaining updated information from these services were important aspects 
to consider before a buying decision could be taken.
One of the participants (45, M, Elimko) said that their company need client name 
and address for sending mail-shots and other announcements about their activities. But 
since they could not get any correct service they started to keep a data base of their 
clients and potential customers. There are 4,000 records in this data base and it is a 
very difficult task to maintain its correctness for the time being. Moreover, it is 
experienced that no body within the company including secretaries can accomplish this 
task of keeping the addresses current. So now, the respondent who is a general 
manager performs the maintenance of this data base by himself. He said that "In 
Turkey it is very difficult to even maintain company and address information. For 
example, ITT could not manage to continuously prepare the telephone directory. And 
we are having a similar difficulty in doing it in our own. There are some companies 
who publish directories and sell. But I would not buy any of them, because when I 
analyzed in detail, I saw that most of the addresses are wrong except the ones of ad- 
givers which is quite meaningful since there is not even any terminology standard in 
this industry which makes it impossible for someone out of industry to successfully 
form a data base. There are cases where two identical companies can be called 
differently."
Some of the companies find the idea of on-line accessing to industry related bid
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information and economic trends very interesting and useful. They said sometimes 
historical data is also needed which sometimes could be a difficult thing to find and on­
line services might help for the solution of this case, too. But this answer created the 
question of why these companies did not use Reuters or Telerate. The answer was the 
expensiveness of the service since Reuters data for example has to be drawn from 
England.
When reminded that every such service will cause to some sort of costs and 
asked whether they will be willing to pay the price, they stated that "It is quite normal 
that the service will have a charge since that organization will be spending some effort 
to collect this information, as we would do if we are to do the collection. However if it 
is charged too high we can not afford it." I asked the types of costs if they have to 
collect the information by themselves. One participant (35, M, Telesis) summarized the 
costs as "I assign this task to a person whose sole interest is not information collection 
and this person spends some time to find the source of information and collect it. But 
this time could be used more efficiently if we could get the information from outside. 
Besides, transportation costs of collecting data, possibility of finding wrong source or 
gathering wrong data are the other factors that further increase this cost."
One participant general manager (45, M, Elimko) said that "As the managers our 
time is very limited. We are trying to optimize it by attending time management 
courses. But sometimes, we loose time while trying to find out related information 
from publications, because those publications often include more data than required.". 
He added that they would be glad if they would have an opportunity of having 
someone to choose relevant information for them. For example, after specifying what 
kinds of information they need, the provider of the service periodically can send it. 
Reaching this information via an on-line service would even be better through which 
they could follow just the summary information first, and ask for a further investigation 
it is found necessary.
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Another participant (35, M, Biltepe) talked about "information consultancy". He 
said "At the beginning we will state what kind of information we need and the 
frequency of information delivery. The rest is their responsibility to find and present it 
to us. Also if we have a different information need, we can call again and ask for the 
answers." When I asked which way would you like to pay for this service, a monthly 
fix payment or pay-as-you-use type of payment. He declared that he finds it confiasing
the pay-as-yoii-iise type of payment. He said he saw them in foreign on-line data
banks. "With pas-as-you-use it is difficult to assess what to charge. The costs o f a word 
and a statistical graph are different. Which one will be the base for payment. But 
instead, fix payment is easier for the user.". Actually, what he says is somehow true.
Fix payments are easier for the user, but they are more difficult for the provider of the 
service and needs some expertise to determine.
Other ideas about information services were as follows. One participant said that 
in order to value to pay money, they would expect processed information from those 
services not just raw data. Another said that there is a service that provides law 
information to lawyers on CD-ROMs. Such a service would be beneficial for them if it 
would provide government regulations and some statistical data. While one said 
information about bids to be delivered by fax would be assisting, another one claimed 
that these services would be limited only to big sized companies.
In summary, it can be inferred that most of the respondent companies were 
interested in the idea of information services. And therefore, brought new viewpoints 
to the possible contents of these services including competitive intelligence which may 
require their participation to provide their own information. However, this means 
information availability and sharing among the industry members, and therefore the 
willingness of companies to provide private information must be carefully analyzed and 
that forms the subject of next section.
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The answers to the last two questions showed that companies need information 
about industry trends and statistics, and company information for finding either 
suppliers and buyers. Therefore information services supplying these information 
would be successful. But the idea of information services for these specific purposes 
necessitates some detailed information about a company like its operation type, 
address, types of products and services, its sales -both historical and present, or its 
production.
There are two alternatives to find this information. One approach is to apply the 
Ministry of Industry and other related government agencies like DIE and the second is 
a direct application to the company. Both cases have their own pros and cons.
For example, if permitted, getting the information from government sources in 
computerized form would be very easy and helpful. But then there comes the question 
of the reliability of information. In the same manner, getting information from 
companies would be more difficult, but at least more reliable to some extend unless the 
company prefers not to give the correct data or exaggerates its situation.
Whatever the selection is, these types of services confer the availability and 
sharing of company specific information. However, this brings the question of "Would 
the companies like their information known by other industry members which is a 
competitor?". This question was interesting in the sense that although information 
about operations of a business in developed countries can be found quite easily 
together with industry statistics and alike, it may be difficult or even impossible to 
reach it in Turkey though it may exist.
Answers to this question were really challenging. Some respondents talked in a 
fashion as "Everything we do is legal and we have nothing to hide. We could only
5.5. Responses to the Concept of Information Sharing
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want our production secrets to be private. But the data about our previous sales and 
production can be given to everybody.". Additionally some stated that "Information 
about our industry can be obtained from several sources anyway. So there is nothing to 
hide" and added that those who would not like their sales figures to be public could be 
small companies that may choose to exaggerate their client base in order to find more 
customers.
However, some shared opposite viewpoints and gave the following reasons:
• "If a competitor learns about our la.st year production, it would disturb us and the 
competition." (35, M, Karel),
• "If our competitors learn about our importing costs, they would use this 
destructively to steal our clients." (35, M, Karel),
• "In our industry, there are only three or four competitors, that is why information 
availability is dangerous, if there were twenty competitors it would not" (35, M, 
Biltepe),
• "In foreign countries like Germany, competitors know every detail about each 
other, they meet regularly, talk and form policies together, but in Turkey it is 
impossible. Every company sees their competitors like enemies. Therefore it is 
impossible to share information with them" (40, M, Aytemizler),
• "There is no association or union in our industry, that is why we don't like our 
competitors know even just a bit of information about us before such a union is 
formed and the rules of competition are determined" (35, M, Orsan).
Interestingly when I asked why they think that competitive information 
availability disturbs the competition, they could not provide logical answers. Another 
surprising result was that almost all of the companies, that did not like their 
information to become available would pay for detailed information about their
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competitors.
In general, although a large variety of the companies were willing to receive 
competitive intelligence, some hesitated to provide their own data to form such an 
information service.
Besides the usage of all external information sources described up to here, since 
our aim is to determine how companies value information, capability of utilizing 
internally created data should also be analyzed and this is done in the next section.
5.6. Capability of Using Internally Created Data
The ability to use and benefit from internally created information was another 
factor which would affect the results that can be driven out of these interviews. 
Because, it was thought that if a company could benefit from its internally created data 
to take less risky decisions, only then, it can utilize external marketing information. In 
order to assess this condition, I asked whether they have a computerized and integrated 
system for keeping and evaluating company data and if so do the managers get reports 
with integrated information from many functions of the company and can they use 
these reports to reach successful decisions. The results showed that most of the 
companies used commercial packages implemented by national software houses like 
Link and Logo. Moreover, these software applications were mostly integrated and all 
the functions of companies could be automated with those integrated packages. This 
integration brought the benefit of joint summary reports including many important data 
from inventory level to previous sales figures to the top executives of companies.
The companies that do not use those integrated packages either had computer 
programmers and use them to code computer applications required for functions of the 
company or bought application packages from different software houses which are 
usually meant for no integration.
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Some company executives complained about the lack of an internal decision 
support system and stated that they are trying to form such a system, while other stated 
that they are fully satisfied with the reports created through functioning of the 
organization in order to reach a decision. And some said that their operations do not 
need that much timely and information requiring decisions, that is why they do not 
need any regular reporting system and instead conversation with the manager on a 
specific function was enough to take a decision.
Interviews showed that information availability and necessity levels of industries 
differ greatly. Some companies were operating in an industry where everything was 
certain, buyers were tied to industiy members and therefore supplying all the feedback 
information. On the other hand, industry structure of some participating companies 
was very competitive with limited information availability. Therefore, for those 
companies getting timely market information was very important. The value given to 
information show parallelism with these industry structures: the participants from 
deterministic industries were taking less risky decisions which results in low utilization 
of research. In the same manner, those companies did not use many information 
sources. Conversely, companies from truly competitive and undeterministic industries 
were more open to marketing research and usage of many information sources among 
which an interesting tendency was to personally conduct the research and gather the 
information required. The reason of this intention can be explained by skepticism to 
research companies, direct and high costs of commissioning a custom research firm, 
and insufficient number and types of information services available in Turkish market. 
Most of these companies showed interest to the idea of information services and 
commented on the contents and terms of these services. Furthermore, some 
respondents were found familiar with computer utilization, since most of the
companies used computers to process internally created data.
At this point, we have detailed knowledge about the information usage behavior 
and needs of Turkish business and industiy, therefore the next chapter will discuss
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possible new information services that can be supplied together with their acceptance 
issues and marketing strategies.
56
CHAPTER VI 
RECOMMENDATIONS
6.1, Possible New Information Services for Business and Industry
At the beginning of this study, one of the aims was to assess possibility of market 
acceptance of a variety of new information services by the business and industry. While 
literature work presented numerous information services that can be found in US and 
Europe, interviews showed that business and industry tend to use external marketing 
information -although not so common like the other information needs- and feel the 
need of such services in the area.
The facts driven out of the interviews such as expensiveness of custom marketing 
research, tendency of companies to utilize various information, realization of the 
difficulties of getting information from scattered sources, and interest in and need to 
information services bring four main types of new services to minds as an opportunity 
of success. These are:
• On-line data base and data bank services,
• Recorded media (CD-ROM or magnetic media) data base services,
• Syndicated Marketing Research services,
• Information Brokerage or Consultancy.
Custom marketing research and newsletter type of summary publications are not 
included here because these kinds of services are available in Turkey for years, but the 
ones in this list are rather new to the country. The following subsections give
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information about the application of these services to Turkish context.
6.1.1. On-line Information Services
The advantages of on-line services were stated in literature review part. But, 
three of them which are the possibility o f accessing any time, getting information in 
just needed detail level and always obtaining the most updated data are characteristics 
that are pursued in an information service by the interviewed companies. Actually, 
most of the information supplied in on-line services can also be delivered in printed 
formats, i.e. publications, but the above mentioned advantages make users prefer on­
line services, and as a result, their usage rate is increasing sharply in US and Europe.
On-line information services can be delivered to the customer by the telephone 
lines of PTT. Every customer that has a PC-compatible computer and a dial-up modem 
can use this service via telephone lines with the help of PTT"s Turpak communication 
technology. It is expected that achievements to form communication infrastructure of 
Turkey by PTT and expanded use of microcomputers by companies will form an 
enabling environment for these services. As can be seen, customers do not need to 
make huge hardware investments to use this service, because all they need is a PC and 
a modem and nowadays almost every company has a PC. Only buying an inexpensive 
dial-up modem is required which may also be existent in some companies. On the 
software side, like hardware investments, all a company must do is to make a small 
software investment, a software program, to use Turpak. But this software is not an 
expensive one, too.
As a result, it can be inferred that the user of the service can access the service 
without making a significant investment. However, in the supply side, these services 
require huge investments. The investment must be in the form of a powerful computer, 
usually a mainframe or a midi, a document retrieval database kernel which can cost up 
to several hundred thousands of dollars, a user-interface program including menus to 
enable searches, data input terminals & software like video terminals, tape, disk units,
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scanners, and optical character recognition software. If data input would be done by 
data entry operators, then high amounts of labor cost should also be counted.
In US and Europe, these kinds of services deliver a huge variety of information 
to its users. These services can be grouped into following categories according to the 
type of information supplied:
• Company libraries giving company profile and credibility information.
Historical article, paper and news data bases.
Economic news and trends data bases.
Who makes what and who supplies what kinds of product and material data bases. 
Marketing research and market size projection data bases.
Demographic, social, cultural and educational statistics data bases.
Patents and standards data bases.
Technical information data bases.
Regulation information data bases.
While non of these services exist in Turkey for nation specific data, connection 
to these data bases is possible. Moreover, as described in literature review part, 
KOSGEB is trying to develop a similar service with Turkish data. However, KOSGEB 
will not supply all of the above services and its service will only be limited to small and 
medium sized industry. Therefore some of these services can be supplied by privately 
owned companies. Interviews showed that companies need industry specific news and 
bid announcements very frequently. In order to satisfy these needs, they regularly 
follow official gazette and newsletters. So on-line services giving this information 
would be successful. Managers stated that they have no time to look for information,
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so giving information in compact form and the availability to see the details if required 
would be the benefits sought in these services for them. User interface programs of on­
line services may enable this.
In Turkey, similar services exist in publication forms, although very rarely seen, 
news letters are used for this purpose. Almost half of the interviewed companies stated 
that they used newsletters. But, as far as learned, there does not exist a specialized 
official gazette summary service in written form. This can be explained by the need to 
access the information itself in official gazette in the fastest way. As there will be a time 
lag between seeing the official gazette and publishing an industry specific summary of 
it, because of summarizing and republishing it, the delivery of summary may be too 
late. Because most of the companies stated that sometimes they can not even find the 
required time to prepare for a bid when they see its announcement in the official 
gazette.
Another reason for the inadequate use of these written form services is the lack 
of marketing efforts of such services. Interview conducted with an ex-newsletter 
supplier showed that, usually the news agencies specialized in finding and selling 
general news publish newsletters start these services as an extension to their other 
services. And because these companies lack marketing orientation, these services rarely 
succeed. Therefore, with a successfully marketed and superior on-line service those 
problems will be solved.
In addition to industry specific news and bid announcements, industry trends and 
statistics, general economic variables and statistics can be supplied within the same 
service and interviews showed that there is a need for these information, too. These 
kinds of information is not difficult to gather for a service company. In fact, a 
company whose specialization is on data collection and information dissemination, can 
utilize the learning curve effect and as a result effectively collect the data and supply a 
low cost service. Although not mentioned directly in the interviews, delivering
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demographic data like census results and syndicated market research in these on-line 
services would also find customers. Because companies seemed to be interested with 
all the available information services about their markets. Demographic data can be 
easily gathered from DIE. For the syndicated market research reports, however, 
specialized foreign companies can be contacted since they already started to prepare 
those kinds of reports for Turkish market, too. Turkish marketing research firms 
sometimes sell generalized reports about their previous research. These reports can 
also be stored in the on-line data base if an agreement is reached between on-line 
information deliverer and the research company.
Product, material and company information needs were also evident in the 
interviews. Companies stated that they satisfy these needs by using directories and 
catalogs. But some complained about these by saying that those publications about 
Turkish business and industry are not regularly updated and most of the information in 
them is obsolete. Actually, these complaints are normal, because it is very difficult to 
supply especially company information in Turkey. Even in government agencies, most 
of the records about companies are incomplete and out of date. Furthermore, if this 
service is decided to be supplied, there is the danger of not getting any information 
from government agencies. In the current situation, some of these government 
agencies do not even give information about one company let alone the complete list 
and in this case there will arise a need for collecting the same information manually 
from companies and no wonder this will be a hard and costly work. Moreover, most of 
the companies are suspicious about these information collection efforts and may not 
like to give their information. Therefore, if government agencies can not be utilized, 
delivering time of these services can significantly be delayed until a mutual agreement 
with the companies themselves is achieved to release their information. In addition to 
the above issues, Bilmer project of KOSGEB tries to establish a similar firm and 
material database. Since KOSGEB is a quasi-government agency, it is certain that they 
will face no difficulty in getting the recorded information from other government
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agencies. Besides, because they will supply this information service rather cheaply, for 
a private service it is veiy difficulty to deliver a price competitive service to the one of 
KOSGEB unless the service is certainly superior.
Actually, when the investment costs are considered, it is very difficult to supply 
all of the above mentioned services together at the very first day of establishment. A 
better way can be to start with an expandable but rather small investment and to supply 
only a subset of the possible services. With this approach, starting services may be 
selected as to deliver industry specific news and trends, general economic news and 
trends, demographic data from census results and other data that are easily reachable. 
This approach has other advantages like in case of a failure the amount of sunk 
investment will be smaller. But, in the case of success, it is easier to add new and need- 
satisfying services on top of it, because companies will be familiar with using the 
former service, and they can better identify their needs for new services. Also, with a 
small investment, service can start sooner and therefore there will be no opportunity 
for another company to enter the market with a similar service before this service 
begins. Moreover, when the companies use this service and if they like it, they will 
discover the benefits of working in an information rich environment and will be 
automatically persuaded for giving their information.
In parallel with supplying the above mentioned services, the service company can 
also be the user of foreign on-line data bases to satisfy the information needs of the 
customers. By supplying Turkey related data to these foreign data bases, this company 
may also get free or low cost international marketing information from these services. 
Supplying both Turkish and international marketing information to Turkish market will 
increase the completeness level of the service given by the company.
6.1.2. Information Services Disseminated on Recorded (Optical or 
Magnetic) Media
Optical (CD-ROM) or magnetic media information services are similar to on-line
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information services. Although, the advantage of getting always the most updated data 
must be left aside with these kinds of services, they are still used for supplying many 
kinds of information in Europe and US. In fact, there are some companies in Turkey, 
that became the distributors of those foreign services and, in this way, they supply 
product, material and company information of many countries to Turkish market.
As given in the name, these services can be delivered in both optical and 
magnetic media. But, since optical media can store and retrieve huge amounts of data 
faster, easier (usually with only one CD), and cheaper, CD-ROMs are preferred. There 
are some investment differences in using and supplying such a service, especially if the 
service will be in the form of CD-ROMs. First of all, enormous amounts of writable 
CD-ROMs which are called WROMs have to purchased by the service company 
together with a mass recorder and copier for these WROMs. Also the user companies 
have to purchase a CD-ROM reader and its specific software to benefit from these CD- 
ROMs. If diskettes are used instead of CD-ROMs, then similar investments for 
diskettes and mass copiers have to be done by the service company, but the user may 
not need to do anything in this case, because all the PCs have diskette drives with 
them. However, delivering one CD-ROM size data with diskettes will require the use 
of many diskettes and the user will have to deal with inserting and replacing those 
diskettes to diskette drive for information retrieval.
CD-ROM services available in US and Europe usually deliver following 
information services;
• Company CD-ROMs giving company profile and credibility information,
• Historical article, paper and journal page information,
• Who makes what and who supplies what kinds of product and material 
information.
Patents and standards information.
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Technical and manufacturing information,
• Regulation and tax information.
These services differ from the on-line services in two aspects. Namely, the 
convenience of usage and owner of the data. In on-line services the user mostly see 
information, although has right to download data. Similarly, payment is done 
according to connection time and therefore the user has the stress of time usage when 
using the service. But in CD-ROM services, information is purchased by the user and 
the user may look and investigate this information as much as he/she wishes. Therefore 
using CD-ROM type services are more convenient for the user. However, CD-ROMs 
can not be updated easily. In the best case, a CD-ROM is updated once in a month, 
and six months update period is the most common case.
Considering the aspects of these services like investment needs and the opinions 
gathered in interviews reveals that this kinds of services better be a line extension to an 
on-line service. Investigation of on-line and CD-ROM service suppliers in US and 
Europe also show that most of the CD-ROM and diskette information services are 
supplied by on-line service deliverers. The reasoning behind this can be summarized as 
follows. First of all, Turkish companies may not like to make a CD-ROM reader 
investment before assessing the usefulness level of such a service, i.e. before using a 
similar information service. In parallel with this, they may prefer to start with getting 
smaller pieces of information instead of buying and paying for a bunch of information 
contained in a CD. In this way, also the start-up investments of the service provider 
will be optimized.
However, selling a CD-ROM service can be more advantageous than selling an 
on-line service. Because, in on-line services marketing, the idea of using the service is 
sold and may be a small subscription fee is taken, but there is no guarantee that the 
user will be using it. On the contrary, in CD-ROM services when a CD-ROM is sold, 
the user buy it with paying all of the value of CD and therefore has usually more
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ambition to use it.
6.1.3. Syndicated Market Research Services
Specializing on supplying syndicated market research reports is the third type of 
possible information services that can be given to Turkish business and industry. 
Interviews conducted with marketing research firms showed that they usually prefer 
custom marketing projects because of the guarantee of getting a payment. Furthermore 
the participant from one of the research company claimed that Turkish companies do 
not like to pay for these kinds of syndicated market research reports. While these 
claims create a pessimistic atmosphere for these types of services, interview shows that 
until now, marketing research companies does not have a consistent strategy for 
managing and marketing syndicated research services.
In the current situation, marketing research companies usually try to make 
syndicated research about the subjects that are popular -in the agenda of Turkey- and 
try to sell these reports. Although, at the beginning it seems a good approach, there are 
some problems with this strategy. First of all, there is no guarantee that there will be a 
continuation of the study. It is just a one time report. However, these kinds of industry 
reports are more valuable if they are periodically repeated and include historical 
research results. Secondly, since the company is not specialized on the subject or the 
industry for which the research is conducted, the researching costs are high like that of 
custom marketing reports. Therefore, the customer has to pay a substantial amount of 
money for a research in which it has no customization for the specific situation of the 
customer.
Interviews showed that companies do not like to commission custom research 
because of their high prices and the lack of specialization of the research company to 
the industry of the company. Also they do not like to get into a commitment to pay 
before seeing the results of the report. When these aspects are considered, it is very 
probable that syndicated research services will succeed.
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As a conclusion, a marketing research firm specialized on some industries can 
create cost effective reports and may sell these reports if the study is consistently 
repeated and enough marketing efforts are spent. Because some of the participant 
companies stated that they can not contract custom market research companies 
because of the high costs. Therefore, a carefully analyzed and conducted syndicated 
research can find a market, like that of PIAR's. In foreign countries, syndicated 
marketing research are conducted to present information about a specific industiy or 
consumer behavior. The former research is more suitable for Turkish context, although 
the latter can find a wider market, since it is industry independent. The underlying 
reason for this claim is apparent in the information use behavior of companies. An 
industry specific marketing research report will be more understandable for them and 
easy to apply to the company's situation. Therefore, it can be argued that only after 
companies get used to work in an information rich environment, consumer behavior 
research can find a market.
6.1.4. Information Brokerage/Consultancy
The last one of the possible new information services is information brokerage 
and/or information consultancy. Although the words brokerage and consultancy are 
different, they can be used interchangeable in the context of this report. In foreign 
countries, information brokerage is the name given to the service of finding and 
supplying any kind of information as requested to a company, but during the interviews 
with companies, the term information consultancy came to existence with an identical 
need satisfying meaning like that of information brokerage.
As described in detail in the literature review part of the report, information 
brokers generally involve in the activities of information searching, document deliveiy, 
competitive intelligence gathering, awareness and alerting. In order to accomplish 
these activities, brokers have access to many data base services, libraries and statistics 
agencies throughout the world. In the interviews held with companies and information
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providers, no clues are taken to tell the existence of a pure information brokerage 
service in Turkey. However, there may be some agencies that accomplish a part of the 
activities of information brokering in addition to their main activities.
In fact, as one participant of the interviews stated, information brokerage can be 
quite attractive for Turkish companies. Because our companies like to get information 
from their friends and personal connections, getting information from a human source 
who is named a consultant may have an appeal for companies. Especially, if this 
broker can add some interpretation to the data supplied in the form of industry 
consultancy and competitive intelligence, the chance of acceptability of the service 
increases rapidly. Furthermore, our companies are used to work with consultants like 
legal consultants, financial consultants and, though less common, management 
consultants.
Fax, telephone and electronic file transfer using dial-up modems are the means of 
supplying this service with low investment costs for both supplier and user sides.
Specialization in some industries is again a success factor for it decreases the 
costs of getting information from a variety of sources and eases the process of 
gathering competitive intelligence information. Competitive intelligence service may 
easily be accepted by Turkish companies, but in this case, the service company or 
person must be very careful not to explain the names of its customers that it gives 
competitive intelligence. Because almost all of the companies who participated in the 
study wanted information about their competitors and did not like to give their 
information to their competitors.
Analysis of interview results and other findings arose four new information 
services to be accepted by the Turkish market. After describing these new information 
services in detail, we need to assess their acceptability in the form of adoption process, 
because these services are innovations to Turkish market and every innovation faces an 
adoption process.
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6.2. Adoption Process of New Information Services in Turkish Market
Every new product passes from a process called adoption where potential 
customers of the product first hear about the existence of the product, then they 
become interested with this new product, next by evaluating the benefits and costs of 
using it they decide whether or not to use the product, accordingly try the product, and 
finally comparing the expectations with realities after first usage, they further become 
the repeat users of the product. As can be understood from this previous description, 
adoption process has five stages called: awareness, interest, evaluation, trial and lastly 
adoption in chronological order (Hisrich & Peters 1984).
Although not always very apparent, every product passes from these adoption 
stages. Only the rate of adoption, that is the time passes between the awareness of a 
customer about a product and for the same customer being the repeat buyer of the 
product, changes with relation to the conditions of specific industry or environment 
and marketing efforts spent by the seller of the product. For example, distributing a 
free trial sample for a new product ensures the customer to move simultaneously 
through the first four stages. Moreover, in new product introductions, there is always a 
danger of failure of the product if the marketing efforts are not enough or product 
characteristics are not enough to create an interest for the customers or product prove
itself to be not capable of satisfying needs after trial (Hisrich & Peters 1984, Kotler
199 \ ) .
Consideration of the adoption process with the subject of this thesis is very
important since services discussed in the last section are rather new and hence 
innovative to the Turkish market.
In order for a product to pass smoothly through all adoption stages, there must 
exist a need for a product either in apparent or in hidden forms. Because, only if a 
customer has the need for a new product, he/she becomes interested about the product.
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We know from the interviews that, there is the need for external marketing information 
services although not as apparent as the other needs of business and industry. The 
second criteria is the perceived risk of using the product. In marketing literature, a 
product can be risky from safety, reliability, financial, social and psychological 
considerations. In our case, the only perceived risk by the companies about 
information services can be the lack of trust for the reliability of information supplied in 
the service. Therefore companies may oppose to commit for such a service by thinking 
that information which they get will not be reliable. In order to overcome this trust 
problem, service company must position itself with a trustable image (Hisrich & Peters 
1984).
In addition to need and risk, there are other characteristics of the innovation 
which also affect the rate of adoption process in the form of influencing the success of 
stages (Hisrich & Peters 1984). These are:
Relative advantage: This is the degree to which an innovation is superior to the 
old way of satisfying the same need. For information services, the old way of satisfying 
the same need is the individual efforts spent for obtaining the information by searching 
a variety of sources. Therefore the relative advantage of information services are first 
the convenience of obtaining the information, second the optimization of time spent 
for obtaining the same information and the increased variety of information available 
for usage.
Compatibility: This can be explained as the degree to which a new product is 
consistent with existing values and experiences of the customers. Some of the new 
product failures occur because the perceived image of the innovation is not consistent 
with the cultural norms. For example, the experienced problems lived in introducing 
instant coffee to US market were caused because of the incompatibility of the image of 
instant coffee with the norms of housewives.
Even though there is not a direct norm or value incompatibility for companies
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with acquiring external information services, the current experiences are not in the 
favor of information services. That is, companies are used to obtain information with 
their own efforts, and furthermore some companies believe that nobody can supply 
more reliable and complete information better than the company itself Another 
problem is the cultural characteristic of Turkish society. Namely, Turkish people have 
extensive information networks, and personal sources of information, and therefore 
used to find information with personal relationships without paying money (Hall & 
Hall 1985). As a result, problems may be faced because of the incompatibility of 
services to current experiences. But, as there is not a direct negative norm or value 
compatibility problem like that of faced in instant coffee example, and Turkish people 
tend to use convenience giving utilities, it is expected that this incompatibility problem 
can be solved by promotional efforts.
Complexity: This term refers to the difficulty in understanding or using an 
innovation. If the consumer is unable to evaluate a new product's utility, diffusion in a 
given market will be delayed. Information services marketing may become problematic 
from this aspect, too. Namely, on-line and CD-ROM data base services may be 
perceived as complex by some members of business and industry. The reason of this is 
the computer literacy problem of company top executives. Although, it can be made 
easier for them to use these services with a user-friendly prepared interface software, 
these efforts will not count if the customers can not even use computer. In this case, 
the decision maker who is the computer illiterate manager may lack an understanding 
of the benefits of the service. But if we consider the expanded usage of computers 
every day in Turkey, we can assume that computer illiteracy will not create problems in 
the near future. Moreover, most of the executives interviewed for the study were either 
using computers actively or had computer assistance from their employers and also 
they were very demanding about the amount of information that can be extracted from 
their computer systems.
Divisibility: This is the degree to which a new product may be tried on a limited
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basis. The ability to purchase small, trial-size samples of new products at a low cost 
may encourage the rate of adoption. For information services, it is not relevant to 
produce small, trial-size samples or x-many day free trial. Instead, free overview 
reports with appealing graphs including only limited data can be distributed as samples. 
First few months of low cost or free subscription for longer subscription period 
contracts is another way of increasing the trial chance of the service.
Communicahility: The degree of easiness to communicate information regarding 
a new product or service to the marketplace is called communicability. New 
information services have problems from this aspect, too. Because, while the benefits 
of a television or automobile is easily demonstrated, it is very difficult to communicate 
the benefits of information, since it is an intangible asset.
The application of the above framework to assess the rate of adoption of the new 
information services in Turkish business and industry market reveals that adoption 
process will not be quick unless significant marketing efforts are done. Because, some 
of the characteristics that must exist to speed up the rate of adoption of the product are 
not present for information services. Fortunately, however, the vital ones for success 
which are need and relative advantage are present. Therefore, it can be concluded that 
new information services can be successful in the market place but the adoption 
process of these new services may be quite slow. Another result that can be inferred is 
that the start up investment need of these services will become higher. Because the 
service company will either feel the necessity of aggressively promoting the service to 
speed up the adoption or content the delay of widely acceptance of its service by 
paying high operating costs.
After investigating the existence of the characteristics that influence the rate of 
adoption of the new information services, we can look at stages of adoption for these 
services in more detail.
Awareness: This is the beginning stage of adoption process, where the company
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is exposed to some information about service, but lacks complete information about it 
or the company is aware of the service but has no motivation to seek further 
information about service.
Interest: In this stage, the company becomes interested in the new idea and seeks 
additional information about it. Although the new service is favored in a general way, 
it is not yet judged in terms of its utility to the company.
Evaluation: The company decision makers mentally apply the new service idea 
to their present and anticipated future situation and then decides whether to try it.
Trial: The company uses the service on a small scale in order to determine the 
utility of the service, its reliability and other considerations.
Adoption: The company is pleased with the utility of the service and decides to 
continue the full use of the service (Hisrich & Peters 1984).
It is not difficult to bring Turkish business and industries to awareness stage 
about the new information services. Trade advertising, brochures and trade shows can 
be used for this purpose. What is more difficult is to get their interest on the service 
and to make them evaluate the service with their own situations. Because, it does not 
matter whether they are aware of the service, if they believe that an external source can 
not supply reliable information to them or if they can not understand the benefits of the 
service. Careful marketing efforts may bring the success in these stages. And once the 
companies move through trial stage completeness, reliability and simplicity of the 
service becomes critical for the continued success of the service in the form of carrying 
the companies to the adoption stage.
The conclusion that can be drawn from analysis of adoption process for the new 
information services is that these services can be successful in the long run, but they 
will require substantial amount of investment and marketing effort to move through the 
adoption stages smoothly. Therefore, marketing strategies are discussed in the next
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section for the ones interested in starting these services as a business.
6.3. Marketing Strategies for the New Information Services
Discussion on the information use behavior of Turkish companies and the 
adoption process of new information services by them suggests that new information 
services have the chance of being accepted by the market, but the adoption process 
may be slow. Therefore, companies giving these services must be financially strong 
during the beginning of operations till the service is adopted. Because, in addition to 
starting investments that are done for computers and data collection, these services 
need significant marketing investments for promotion and financial strength to wait for 
the market to adopt these innovations and also to survive against low prices charged 
for the service even though at the beginning costs are high. Since, as evident from the 
interviews, the market must be educated to form an understanding about the necessity 
of marketing information and to destroy the barrier to commission external fee based 
information.
However, once this difficult phase is accomplished successfully, that is the 
adoption occurs, then these services can turn out to be profitable. Because, after the 
users are educated about the importance of marketing information and get used to 
utilizing it, the market for these services may expand enormously and the service can 
become a high-profit business. Moreover, although we do not know exact costs of 
supplying such a service, the cost of obtaining information is usually fixed which create 
the major part of the operating costs and the cost of disseminating information is not 
high except for CD-ROM services. Therefore each added customer affects profits 
directly in a positive way. And no matter how low the price of the service, a very large 
customer base will make the business profitable.
As a conclusion, we can say that these types of services can be profitable in the 
long run, but it is not very logical to expect high profits in the short run, and for this
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reason, it is not advised for a financially weak company or an entrepreneur with no 
money to start this service. Hence a financially strong company, for example a holding 
who wants to diversify on a different area, may start this service if it accepts to wait 
long time to get profits.
In case such an innovative and financially strong company decides to pour 
money and makes the investment for such a service against all the negative sides about 
short run profits, then the process that must be followed in every marketing oriented 
project which is the preparation of marketing strategy and plan starts. Preparing a 
successful marketing strategy is very important because a well designed and well 
marketed service may speed up the adoption process and decrease the waiting period 
for getting profits. For preparing the marketing strategy, the first thing to do for the 
company is to decide on the parts of the whole market to go after. This process is 
called segmentation and targeting. According to this decision an appropriate 
positioning design must be carried out for the company and for the service. Then the 
next thing to do is to design marketing mix of the service according to the needs of 
targeted markets. After these steps are conducted, the final activity is to implement this 
marketing plan. The following subsections will introduce ideas for the steps of this 
marketing oriented service design for the new information services.
6.3.1. Segmentation and Targeting
"No matter what else you do, be sure to segment" (Hisrich & Peters 1984, p.237) 
is the golden rule of new product success. Because usually no innovative company is 
that much financially powerful to cover all the variety of needs in the market. 
Moreover, assuming that the same product can satisfy all the needs of customer groups 
is nothing but one of the major errors that brings failure, since the market consists of 
buyers and buyers differ in one or more aspects like their wants, purchasing power, 
geographical locations, buying attitudes and buying practices. The same situation is 
true for industrial buyers and therefore a new information service supplier must
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segment the market according to some characteristics. These characteristics are chosen 
so that segmented market is the biggest division of the whole market that shows similar 
attributes. After the segments are formed, the next job to do is to select the ones that 
seem to be profitable in the iuture(Hisrich & Peters 1984, Kotler 1991).
For our case, that is for the new information services marketing, the market can 
be segmented according to the following characteristics:
Demographics:
Industry: As the major components of these services are industry specific news, 
announcements, trends and market research reports, service companies must select 
some industries that are significant in size, accessibility, and responsiveness. Because, it 
is almost impossible to deliver similar services for all the industries and interviews 
showed that the information needs of different industries varied widely. Also, by being 
industry specific, a service company can achieve cost effective information collection 
and dissemination. In selecting industries to target, there are three things to consider in 
detail. These are; the growth opportunity of the industry, i.e. whether the products of 
the industry are in their growth or maturity stages, the information availability in the 
industry, i.e. whether the industry is deterministic or undeterministic as in the case of 
some interviewed companies, and finally competitiveness level of the industry, i.e. 
whether there are many companies in the industiy who try to out perform others.
Company size: This is an important segmentation variable. Because, large 
companies usually have planning and research departments who deal with information 
gathering and evaluation tasks, also they are usually difficult to access. Nevertheless, 
small companies are usually managed by people lacking management fundamental and 
marketing orientation, and hence are not related or unable to evaluate the importance 
of marketing information as in the case of some interviewed companies such as Togo. 
Therefore, it is better to target companies of medium size, since they are more 
accessible, managed by better educated people who may value information and limited
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resources to gather information. With the specific conditions of the industry at hand, 
these generalizations may loose their validity. Therefore the service company must 
consider the specific situation of the industry it selected and accordingly choose the 
appropriate company size. For example, even though their sizes are small, electronics 
companies tend to use more marketing information than big sized steel-casting 
companies. Determinants of size can be number of employees, size of sales, and size of 
profit.
Geographic:
Location: This variable is sometimes dependent on the selected industry, since 
in Turkey there are some industries whose members are all located in a geographic 
area. But if this is not so, companies located in big cities can be chosen, as they are 
easily reachable. In fact, Istanbul is a good location to start this service, since all 
industries are more condensed there.
Psychological:
Degree o f industrial leadership: If companies are chosen in relation with their 
attitude to becoming leaders or degree of innovativeness, acceptance of the service 
would be easier. However, interviews showed that segments formed according to this 
variable are not significant because it is very difficult in Turkey to asses leadership and 
innovation.
Benefits Sought: Companies who seek the benefits of minimizing the 
management time and money spent for information gathering and evaluating or 
minimizing the risk in taking decisions or being capable to better compete in the 
marketplace can be chosen as the target companies. Nevertheless, it is again difficult to 
segment the market according to these variables to end up with significant, identifiable 
and responsive segments. But, still, these variables can be used as themes in the 
positioning efforts.
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Usage status: Decision makers who are able to use computers and used to 
evaluate computer outputs can value and use these services better. However, according
to the interview results, it is veiy difficult to get information about this. Industry and 
Business census results may provide information about this subject, but they are still 
not reliable since managers often exaggerate their computer usage.
As a summary, we can say that these services must be targeted to competitive, 
growing and information seeking industries whose members are medium in size and 
located in easily accessible areas such as big cities. Another factor in selecting the 
targeted industry may be the intention of KOSGEB to deliver its service to the same 
industry. Since KOSGEB is planning to deliver its service in return for a very small 
fee, a private organization must not target the same industiy with KOSGEB if both 
services are to start at the similar dates. Having identified the targeted segments, the 
service company must next consider positioning its service.
6.3.2. Differentiation and Positioning
In the previous sections, external marketing information needs of Turkish 
industry and business were identified and accordingly new information services were 
proposed, and later the acceptability of these services by the Turkish market was 
discussed. In these discussions, the new information services were named as 
innovations. Actually, there is nothing wrong with calling these services as innovations, 
because they are mostly new to the Turkish market. The company who will supply 
Turkey related data with these means will be the innovator.
From this perspective, it can be thought that, innovations have no competitors, 
since they are new, and therefore the concept of differentiation does not apply to the 
innovations. Nonetheless, this is not true. Since every innovation satisfies a need in the 
market the old way of satisiying the same need is the competitor of the innovation.
Therefore for the new information services introduced in section 6.1., there are
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competitors, too. Namely, all published sources of information are the competitors of 
on-line and CD-ROM information services. Custom marketing research firms and 
planning & research departments of information user companies are added to the 
competitors of syndicated research services, and finally in addition to the above 
sources, trade associations and personal relations of managers are the competitors of 
information brokers. Actually, all other sources of getting information and the habit of 
self-gathering and evaluating information driven out of interviews and previous 
research are also the competitors of these services, and furthermore these services are 
the competitors of each other.
However, these new services are called innovations since they introduce a new 
and differentiated way of satisfying a need. Therefore, they are already differentiated 
themselves from their competitors. For example, on-line and CD-ROM services are 
differentiated in the convenience of usage, and the spread spectrum of data that they 
provide. Among the two, however, on-line services further differentiate in timeliness, 
while CD-ROM services differ in the possession of the data. Both convenience, 
timeliness, and ability to extract as much information as needed were the benefits 
sought from an information service by interviewed companies.
Syndicated research services are like shopping goods and differ from custom 
marketing services which are more like specialty goods. These syndicated research 
services are differentiated from custom marketing services with expertise in the 
industry for which the research has been conducted, continuity aspect and with their 
smaller costs. Because in Turkey, custom research are in the form of one time reports 
and carried out by generalized marketing research companies who are not specialized 
for a specific industry. Therefore the resultant research becomes more costly. But a 
syndicated research company can create cost-effective, specialized and continuous 
reports for an industry, and with these features it can be attractive to the interviewed
companies.
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Information brokers also give the convenience as a differentiating factor. The 
other difference of this service is the limited form of consultancy provided by the 
broker which is valued by most of the interviewed companies. By supplying these, a 
broker is just like a close friend of the manager or an expert that is applied for 
information and advise. But this service is different from a friend in that, "I do not have 
any idea or information about this subject" type of an answer, which can be the case 
when a friend is applied, is never heard from the supplier of this service. Also the 
reasoning of advises that are given by information brokers are usually based on careful 
market analysis, not just feelings or opinions.
Before going further into positioning, there is a need for assessing the usefulness 
of the differences. Differences are worth establishing if they are valued by the buyers, 
distinctive, superior, communicable, preemptive in that the difference can not be easily 
copied, affordable for the buyer to pay the difference and profitable for the company to 
introduce (Kotler 1991). From this aspects, we can say that the new information 
services have problems on the perceived importance and communicability issues. 
Because interviews show that for the time being, some companies may not be able to 
assess the value of service, and furthermore it is difficult to communicate the difference 
of on-line services to some computer illiterate managers. Therefore extensive 
promotional support is necessary in order to overcome these problems.
No matter how differentiated a product or a service, if it is not communicated 
well to the market, the consumers will not appreciate the differentiation and therefore 
efforts spent to differentiate the product will be wasted. Because of this reason, 
differences of a product must be communicated to the market and while doing this, a 
positioning plan must be done to put these differentiated features to a distinct and 
valued place in the customers' minds (Kotler 1991). Positioning is very important 
because whether it is not done or not, a product or a service is attached an image in the 
buyers' minds. If the company does not apply positioning, there will be no control on 
the image of the service in the customers' minds, for example custom marketing
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research companies have an untrustable and expensive to use image in most of the 
respondents minds'. On the contrary, a successful positioning will assure that customers 
will attach the planned image to the service. Therefore, an image must be created and 
communicated for each service. For example, the image of an information broker can 
be chosen as "a reliable and ready to help authority that knows everything". For 
syndicated research companies, the image can be "the organization that can replace or 
feed your own research department in supplying reliable, detailed and periodic industry 
research at a minimum cost". For on-line and CD-ROM services corresponding images 
can be "A reliable information source that is complete, timely, always available and can 
be used to obtain information in as much detail as wanted" and "A reliable source that 
give the convenience of searching a room-full of information in seconds". In addition 
to positioning the services, the service company can also be positioned as a reliable and 
professional company.
The suitability of an image to a product must be tested carefully before 
promotional campaigns are prepared depending on the image. There is always the 
danger of over, wrong or doubtful positioning. While it is impossible to make an image 
test in the scope of this study, a continuing study in the same subject or a company 
who decided to provide these services can do this (Kotler 1991).
After the issues of segmentation, targeting, and positioning are considered, we 
can next look at product mixes of these services.
6.3.3. Product Mix
6.3.3.1. Product
In section 6.1. detailed description about each service were given, and because of 
this reason, there will not be a further explanation of the services here. But this does 
not mean that exactly the same services that are described in section 6.1. are to be
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supplied. If a company decides to provide one or some of these services, it must 
redesign the nature of the service according to the needs of customers selected as 
target markets. Because as evident from the research, selection of almost every 
industry as the targeted one affects the information needs and the terms of usage in a 
different way.
6.3.3.2. Price
The costs of gathering, evaluating and disseminating information are important 
in establishing the price of the services. Because in each service, these costs are 
different. In addition to these costs, there will also be financing costs of making the 
necessary investment and promotional costs. Therefore, all of these costs must be 
carefully considered and reflected in the price of the services.
In addition to those, there is one more important issue related with price which 
needs further discussion. It is the type of payment, i.e. whether a periodical payment or 
pay-as-you-use type of a payment. This issue is not a big problem for syndicated 
reports and CD-ROM services since they are in the form of information batches sold at 
once. A price determined with considering all types of costs and profits together with 
the industries condition will be sufficient for pricing these services, although, it is still 
difficult to assess the value of information. But for on-line services and information 
brokerage type of information services, there is also the problem of which information 
is charged to which price. Because the user may request and get any kind and size of 
information at any time. There is not a batch usage.
Foreign service companies approach this problem with three different solutions. 
They either prefer a periodical payment or a pay-as-you-use type of a payment or both 
together. British library research showed that companies prefer pay-as-you-use type of 
payment for the beginning because they can not rely on the quality and the continuity 
of services for making a pre-period payment. But they stated that after sometime
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passes, if the user is pleased with regular usage, only then, periodic subscription is 
preferred, because it is easier.
On the contrary, the interviews with Turkish companies showed that most of 
them can not asses the difference between the payment approaches. But some of the 
companies said that pay-as-you-use type of payment is confusing. Therefore for 
Turkish situation, periodic subscription or a mix of the two can be used. Actually, 
using both of them, that is getting both a periodic subscription fee and charging for 
incremental searches, can be a better solution. Because a pre-payment, if it is not too 
scaring, will tie the customers to use the service in order not to waste their pre­
payment. And as they use the services, they may discover the benefits and therefore 
increase the rate of usage.
Another pricing decision would be to allow first few months low cost usage or 
low cost summary reports in order to increase the triability of the services. Because 
interviews revealed that it is quite normal to expect suspicion about efficiency, 
reliability and continuity from companies in the early days of these services. Therefore, 
all these decisions must be taken after careful investigations and further research.
6.3.3.3. Promotion
The promotional campaigns for these services will consist of two different 
activities. The first activity will be carried out to increase primary demand by educating 
the market about the importance of external marketing information, and the most cost 
and error effective way of obtaining it, that is using a specialized service company. In 
order to achieve these, service companies may publish and distribute brochures and 
fliers, participate in trade conferences and give speeches about the subject, give low 
priced seminars about information management and utilization, and visit companies to 
talk and show that some of their problems are due to insufficient or wrong market 
information usage (Kotler 1991).
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Increasing primary demand is usually costly and difficult, but every innovator 
company must utilize it not to risk the success of its innovation. Because, otherwise 
users may not be aware of or interested with the innovation. Besides its cost and 
difficulty, some of the efforts spent for increasing primaiy demand are wasted. For 
example, in our case, educating companies on the importance of external marketing 
information may cause the companies to increase their published information source 
utilization rate which is not the intended result. But in the long run, these efforts often 
count, and the company who started to regularly follow published sources as a result of 
those promotional efforts, see the problems of published sources and become interested 
in other alternatives as the new service (Kotler 1991).
The second promotional activity to be carried out by the service is to increase 
selective demand by aggressively promoting the service. This must follow the efforts 
of increasing primary demand, for it to be meaningful (Kotler 1991). Trade media 
advertising, brochures and fliers, participating in trade shows and demonstrations, 
demonstrational visits to companies are the means of increasing selective demand. For 
on-line and CD-ROM services, another way of promoting would be to send sales 
representatives regularly to potential users. Sales representatives who know the 
information needs of the industry and have the required demonstration equipment like 
dial-up modems or CD-ROM readers would persuade companies to use the services by 
showing first how these services benefit the users and second how to use the service. 
Similarly, for the information brokerage services, it is also possible to participate in 
trade conferences and to write in trade media about the situation and trends of the 
industry by interpreting trade information, extracting some results and giving small 
advises. This will strengthen the expert or authority image of the information broker.
In the selective demand creation, one of the aims is to communicate the 
determined image to the market. Therefore, the images determined in section 6.3.2. 
must be the main theme of the promotional efforts (Kotler 1991).
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The success of these promotional efforts will enable the companies to move 
through the stages of adoption faster. The promotional activities for increasing both 
primary and selective demand will increase awareness rate of the companies, primary 
demand increasing activities will make the customers interested about the services and 
will ease evaluation of the services. Selective demand increasing activities provide case 
specific data and in that way companies can better assess benefits of using these 
services and decide to tiy the services (Hisrich & Peters 1984).
6.3.3.4. Distribution
Since information services is not like physical commodities, their distribution is 
also different. Actually, for on-line services there is no concept of distribution. Because 
PTT telephone lines are the distributors. By connecting to the host center with dial-up 
modems, the user will enable communication and pay for the distribution of the 
information that it get. So there is no distribution problem. Helping users in dial-up 
modem selection and purchasing, and in applying to Turpak would ease the acceptance 
of service and company can make money from this business, too.
For information brokerage services, telephone, fax, file transfer using dial-up 
modems, and courier services are the means of distribution. Again most of the 
distribution task is done by PTT, courier services can be used for only valuable 
document delivery tasks.
For syndicated research services, private courier services can be used as the 
means of distribution, since it is difficult to trust PTT for mailing valuable reports.
In CD-ROM services, a physical product which is CD-ROM must be distributed 
timely and in a reliable manner. Therefore, again a courier service can be utilized for 
this purpose. Another approach to this problem can be to form a distribution team or 
to utilize sales representatives for this purpose, but if the client base is large, this may 
become very costly and inefficient. Because it is difficult to access all the customers in
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a very short time period with a small amount of personnel.
Now that we considered all the issues of new product development and 
marketing strategy, the marketing program of the service is ready to be implemented. 
But having a ready to implement marketing plan is not adequate for the success of the 
product no matter how carefully was prepared the plan. Successful implementation of 
the plan by testing the effectiveness of each step and revising it as required is critical 
for success.
As a conclusion, we can say that although they may have problems of adoption, 
new information services like on-line and recorded media data base, syndicated 
research and information brokerage services can be accepted by the Turkish business 
and industry if necessary technical and marketing investments are done. Since 
interviews showed that the information use behavior and needs of various industries 
differ in a great extent and it is financially impractical to supply many different services 
at the same time, segmentation and targeting is required. After the specific segments 
are selected to be targeted, positioning plans should be made according to the benefits 
supplied by each service and product mix of the service should be designed according 
to the characteristics of the targeted industry. With the completion of the marketing 
strategy, the next thing is to implement it carefully by testing the effectiveness of each 
decision and correcting it as required.
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CHAPTER VII
SUMMARY AND CONCLUSION 
7.1. Summary and Conclusion
Business and Industry are run based on decisions and the cost of wrong decisions 
is incredibly high. But, how can a person take decisions that are right or wrong? The 
result of this question is usually lie on the availability of information required for that 
specific decision. Therefore having information that is relevant, complete, timely, 
reliable, and affordable is the key to taking right decisions, and as a result, key to 
successful management.
Information essentially has two valuable applications; problem solving and 
strategic planning. For problem solving, information helps the decision maker assess 
the probable outcomes of various alternatives, the advantages and disadvantages of 
each, and even whether the proposed solution worked in the past. For strategic 
planning, information is in the form of intelligence and is an essential component of 
long-range planning. Intelligence is usually gathered from sources outside the 
organization and by scanning the environment, and it enables its owner to recognize 
potential threats and opportunities before it is too late to do something about them. 
Change, whether political, social, economic, or technical, poses the greatest challenge 
to management's ability to plan for the future. The use of information for strategic 
purposes largely determines whether the firm anticipates change, or is controlled by it.
Information required for successful management can be classified as internal 
which is generated during the operations of company, external which is research or 
business intelligence as economic, cultural, political, social changes, news and trends.
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and activities of customers and competitors, and personal or informal organization that 
a manager is exposed to during everyday operations and life.
As it can be seen, external information is a very important component of 
successful management. But what are the sources of external information? and since it 
is external, do the companies have difficulties in getting it? These questions easily come 
to mind, when we talk about external information.
The sources of external information are libraries, government agencies, quasi­
government agencies, trade associations, news agencies, and finally, distributors and 
sales representatives of the companies. Because of its spread out nature, it is usually 
very difficult and costly to gather external information for a company. As a result, 
some companies dedicate personnel for this purpose, while others utilize private 
information services that are available and provide a wide variety of information. 
Because it is a costly and difficult task to achieve the information collection and 
evaluation task internally, in the recent years, the number of companies that offer 
external information services, i.e. business information services, to their customers 
increased sharply in foreign countries. The developments achieved in computer and 
communication technology supported this situation, also.
As a result, research companies providing custom, specialty and syndicated 
marketing research, brokerage companies that search and deliver required information, 
companies that publish newsletters and bulletins, and on-line and recorded media data 
base services popped up, in US and Europe.
In Turkey, however, some of these services are not existent and there is the 
problem of finding reliable information. While the sources of external information are 
similar, there are problems in finding reliable, complete and timely information. 
Because, even in some government agencies, records are not kept in computerized 
form or kept electronically but, some of the records are incomplete and out of date. 
Furthermore, interviews conducted with information providers show that business and
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industry does not make full use of the currently available services. All these facts lead 
us to query the business information usage behavior of Turkish business and industry. 
How they value, obtain, and use business information and their ideas about obtaining 
this information in a better way becomes the main concern.
In order to learn these, detailed arranged interviews were conducted by twenty 
leading companies of Ankara that operate in steel casting, wood works, food, 
electronics, shoe making, paper, machinery, construction and textile industries.
Interview results show that companies does not value external information as 
they value aspects like quality, reliability, technology and financial power as a factor 
for long term success. But, still some of them use marketing information. Even though, 
they do not value business information as a number one success factor, they try to get 
this information and hear the voice of the market by environmental scanning and 
regularly following all the publications that are related with the industry. They like to 
take their strategic decisions in the light of research that is conducted by their own 
personnel and by listening the ideas of their distributors and sales force. A surprising 
thing is that, most of them oppose commissioning a custom research service by 
claiming that custom research companies does not know anything about their 
industries so their research can not be reliable and also research conducted by custom 
research companies is very expensive. Companies do not also like to share their 
information with their competitors and because of this reason, they are suspicious 
about every effort to collect information from them. They do not even give all their 
correct data to trade associations other than obligatory information. But, interestingly, 
they are open to any kind of information about their competitors. As a last point, 
companies indicated that they will mostly value services that optimize their time and 
costs in gathering information. Because of this reason, most of them added ideas about 
better ways of obtaining information. Their opinions were mostly to ease the 
information collection task from many sources.
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In the light of these interviews and literature work on a variety of information 
services, four new types of services can be suggested to introduce into Turkish market. 
These are;
On-line business information services: These services may deliver industry 
specific news, trends, bid announcement, general economic variables, demographic 
data and syndicated research reports in on-line form. User-friendly prepared menus for 
this service enable the user extract exactly the required information at any time.
Recorded media business information services like CD-ROMs: These services 
are similar to on-line services, but instead, the information delivered in these services is 
disseminated on a recorded form like CD-ROM or Diskette and therefore loose the 
advantage of timeliness. Therefore, they are also like published documents. However, 
user-friendly prepared interface programs ease the retrieval of information and because 
of this reason, these services are advantageous to published sources.
Syndicated market research services: Research firms specialized in some 
industries can generate detailed, cost effective, reliable and continuous market research 
reports about those industries and sell these reports.
Information Brokerage: Instead of searching for needed information, companies 
may ask professional information brokers to find the needed information. The services 
that an information broker provide are usually search, document delivery, market 
intelligence, awareness and alarm, and some form of consultancy. In performing these 
tasks, brokers have access to all information sources and their main advantage is to 
know where to look for what.
Custom marketing research services and printed media specific news delivery like 
newsletters and bulletins are not included here, since they are already present in the 
Turkish market.
Since the above suggested services are new to Turkish market, it is very normal
89
that they will face adoption problems as every innovation. In fact, consideration of the 
characteristics that affect the adoption process reveals that the adoption of these 
services may be hard and because of this reason a careful marketing strategy must be 
followed to assure success. Nevertheless, this necessity increases the investment and 
financial power needs of the service company till the services are adopted. Therefore, 
before the decision of starting such a service is taken, a careful investigation must be 
conducted, and only if the company has enough financial power, then the decision of 
starting such a service must be taken. Because otherwise, the service can be a failure.
If a company decides to conduct such an investigation and as the result of this 
investigation, if the decision about starting one or some of these new information 
services is on the positive side, then the service company can begin considering the 
marketing strategy of the service. First of all, segmentation and targeting is absolutely 
necessary. Because companies depending on the specific industry in which they 
operate, and also depending on their size, and location show differences in their 
information needs and usage, and it is impossible to satisfy all the needs o f all 
companies from all the industries. Middle size companies from significantly populated, 
growing industries where information availability is a problem can be a good choice to 
target the services.
After the segmentation is done and significant segments are targeted, the next job 
is to position the services according to their differences. Positioning of the services 
according to benefits and differences can be as follows:
• "A reliable and ready to help authority that knows everything" for an information 
broker,
• "The organization that can replace or feed your own research department in 
supplying reliable, detailed and periodic industry research at a minimum cost" for a 
syndicated research company.
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• "A reliable information source that is complete, timely, always available and can be 
used to obtain information in as much detail as wanted" image is for an on-line 
service, and finally,
• "A reliable source that give the convenience of searching a room-full of 
information in minutes" for a CD-ROM service.
Having identified the targeted customers and the necessary positioning for the 
services, the next thing is to determine the product mix of the services.
First of all, the services must be designed according to the needs of the customers 
targeted and the condition of the industry in which targeted companies operate. A 
market research is required to do this.
Secondly, price of the services and the type of the payment must be considered. 
While it is not relevant for CD-ROM and syndicated marketing research services, a 
decision between periodic payment and pay-as-you-use type of payment must be taken. 
In some foreign services, these two methods are merged to ease the payment task and 
to charge for over usage. This methodology can also work in Turkish services, too.
Promotional planning is the third activity in preparing product mix. Since these 
products are rather new to Turkish market, promotional efforts to increase both 
primary and selective demand are required. While, promotional efforts to increase 
primary demand can be in the form of educating the business and industry on the value 
of business information and advantages of obtaining it externally, those to increase 
selective demand can be in the form of stressing the positioning determined for the 
services and benefits of these services.
The last activity of product mix preparation is the planning of distribution of the 
services. Because of the nature of the services, PTT's facilities are mostly adequate in 
distribution, since telephone lines are the major means of communicating with 
telephone, fax, and dial-up data transfer. For document and report delivery, however,
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it may be better to use a courier service in order to assure reliable dissemination.
After the details of marketing strategy of the services are determined, the 
implementation phase can start which is as critical as planning, in the success of the 
service. Because of this reason, maximum attention must be paid to effectively 
implement details of the marketing plan and evaluate the results of each phase in order 
to find out if revisions are necessary.
7.2. Suggestions for Further Research
This study aimed to find out the information needs and use behavior of Turkish 
business and industry together with acceptance opportunities of possible new 
information services to this market. In order to achieve these, a detailed investigation is 
conducted by personally interviewing information suppliers and users, in addition to 
library research. As the results of the study, it is found that Turkish business and 
industry need and use marketing information though they do not value it as they value 
the other success factors such as quality, differentiation and technology for being 
successful in the long run. Interviews also presented facts about the sources of 
marketing information that are used by the business and industry and their opinions for 
obtaining this information through better means.
In relation with these findings, new information services that can be supplied to 
Turkish market were suggested and further discussion was supplied on adoption 
process of these services by the Turkish market and possible marketing strategies for 
these services. However, marketing strategy suggested by this study is not enough for 
starting these services immediately. Further research is absolutely necessary for the 
following concepts which were out of the scope of this study:
• exact costs of supplying such a service.
. targeted industry selection.
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. exact information needs and terms of usage of the members of selected industry 
to design the service,
. pricing and imaging decisions.
Therefore those who want to supply one or some of the new information 
services to industry have to conduct research about these topics.
In addition to the above mentioned research opportunity, a further and a more 
academic research can be conducted on the marketing management practices of 
Turkish business and industry. Since our study was related with marketing information 
usage of Turkish business and industry, the interviews held with both information users 
and providers presented an idea that in Turkey most of the companies are not managed 
with a marketing oriented mind and resultantly marketing management is not applied. 
Therefore a further research can be conducted to learn whether this is really true and if 
so, the reasons of not applying marketing management by the Turkish business and 
industry can be analyzed.
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APPENDIX A. RESEARCH ACTIVITIES OF 599 COMPANIES
Source: Kotler 1991, p.lOl 
TYPE OF RESEARCH
Advertising Research
Motivation research
Copy research
Media research
Studies of ad effectiveness
Studies of competitive advertising
Business Economics and Corporate Research
Short-range forecasting 
Long-range forecasting 
Studies of Business trends 
Pricing studies
Plant and warehouse location studies
Acquisition studies
Export and international studies
MIS studies
Operations research
Internal company employees
Corporate Responsibility Research
Consumers "right to know" studies 
Ecological impact studies
Studies of legal constraints on advertising and promotion 
Social values and policies studies
Product Research
New-product acceptance and potential 
Competitive product studies 
Testing of existing products 
Packaging research
Sales and Marketing Research
Measurement of market potentials 
Market-share analysis 
Determination of market characteristics 
Sales analysis
Establishment of sales quotas, territories 
Distribution-channel studies 
Test markets, store audits
PERCENT DOING
47
61
68
76
67
89
87
91
83
68
73
49
80
65
76
18
23
46
39
76
87
80
65
97
97
97
92
78
71
59
96
TYPE OF RESEARCH PERCENT DOING
Consumer-panel operations 
Sales compensation studies
Promotional studies of premiums, coupons, sampling deals,etc.
63
60
58
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The Ministry of Industry and Trade: Because it is an obligation by law that 
every company must be registered to the Ministiy of Industry and Trade, this ministry 
has the information about all companies. However, some of this data is difficult to 
access since they are not in the digital form. For the time being, information about 
more than 16,000 company are kept in computerized form, but the others are not. If 
this data base could be widened to cover all the companies, it would be very beneficial 
for the researchers because the information is very detailed and can be turned to 
meaningful market data after some transformations. But, there is a problem related 
with this information source, as the main function of this ministry is not information 
providing, they may not let the individuals use their information for the time being. 
Only a quasi-government agency like KOSGEB can use their information. But, after 
some time, with the expanding use of computer networks, I think they will let other 
organizations use their information.
The Undersecreteriat for Treasury and Foreign Trade (HDTM): This 
undersecreteriat holds information about 90,000 company since 1976, but because of 
updating problem they predict that only 20,000 - 25,000 of the total can be accepted as 
correct company information. Besides, with the addition of foreign trade function to 
them, they started to hold detailed importer and exporter company information then. 
The number of trade companies recorded in the computers of this undersecreteriat is 
approximately 19,000. This information is again very useful and would be used as both 
national and international marketing information after some statistical refinements. But 
the access rights may create with this source as well. If a legal environment can be 
created, information of this source is veiy well organized and using telecommunication 
facilities can be accessed easily.
APPENDIX B. INFORMATION SOURCES OF TURKEY
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Chamiutrx o f ÇUmuneree, Trade, Union of Cham bers an d  O ther Associations: 
Usually, these associations keep information about their members in an organized
manner. Moreover, companies are obliged by law to deliver their balance sheets to
their unions ever year. These associations are generally ready to give company name, 
addiess, and product information to outside researchers for a fee. Because they think 
that giving company names and addresses may create business possibilities for
members.
State Statistics Institute (DIE): This organization conducts quarterly and annual 
manufacturing industry questionnaire and a census for indu.stry and businesses. The 
information extracted out of these efforts is very valuable fro marketing decisions.
Moreover, DIE organizes and conducts national census every five year. Results of this
census are also very beneficial for segmentation purposes in the form of demographics, 
social and cultural information. Unfortunately, DIE has no permission to let individuals 
use industry and business information as individual records. Information about industry 
and business can only be extracted out of DIE publications which were formerly free,
but now sold for a fee.
Market Research Center (PAM) o f  KOSGEB: This department of KOSGEB 
responsible from delivering syndicated marketing research information to small and 
medium sized industiy organizations. The main topics of information to be delivered
will be national market sizes for a product and industry, companies and industries 
involved in production of a product or in consuming a product, product and price 
information in different countries, market potentials and demands for a product in 
varying countries, and finally national and regional product sales data.
M a rk e t R esearch  C om panies: In Turkey there are many market research
companies. Examples of them are PIAR, ESDA, SIAR, KOMDA, ZET, and DÜNYA 
Arastirmalar. These companies are mostly custom marketing research companies. But, 
sometimes they conduct research without a specific order from a client and sell those
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reports. Therefore they can also be called syndicated marketing research companies. In 
addition to these companies, foreign marketing research companies come and carry 
out custom research on demand. For example, a German research company specialized 
solely in textile industry came and performed an industry analysis for Sabanci Holding 
last year. Foreign companies not only perform custom research, but also sell their 
syndicated research in Turkey, too. A syndicated marketing research company called 
InfoSource sells a report on fax market of Turkey to fax marketing firms in Turkey 
every year. These foreign sources can also be used for obtaining market information 
for foreign countries.
On-line Data base and data bank connections: In Turkey, some organizations 
like TUBITAK, TOBB, and KOSGEB have accounts and Turpak connections to 
major on-line data bases and data banks in US and Europe. These organizations can be 
applied for querying these foreign data sources. Usually, after paying the connection 
and data base usage fees, useful foreign market data can be obtained from these 
sources. As welt as using on-line connections to extract data, these sources can be used 
for placing market opportunity announcements to electronic bulletin boards and to 
company matching centers. In this way companies from different countries may know 
about activities of each other and new marketing opportunities can be created.
Official Gazette: Other than providing regulatory information, official gazette 
informs its readers about state bids. Therefore, it is very important for the industries 
working for state to read official gazette detaily every day. However, according to 
some industrialists, learning state bids from official gazette is very late for successfully 
preparing to that bid.
Ne^vsletters and specialized newspapers: In Turkey, some news agencies 
prepare newsletters and specialized newspaper to disseminate information about latest 
economic trends and tenders of both state and privately owned organizations. 
Examples are IKA (Economic Research) newsletter, EBA, ANB A and Dünya gazetesi.
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Industry specific information sources: Although much of marketing related 
primary and secondary information can be obtained from above listed sources, there 
are still some industry specific information that needs to be further searched. Examples 
to those are the numbers of telephone subscribers that can be obtained from PTT for 
projecting the size of handyphone market or telephone switchboards market and the 
numbers of taxi trade number plates given by security division of the Ministry of 
Internal Aifairs for projecting taximeter market.
On-line financial pages delivered by specialized news agencies: Specialized 
news agencies like Reuters and Telerate supply this service. In Turkey many public and 
private organizations have access to this services.
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INTERVIEWED
APPENDIX С. LIST OF INFORMATION PROVIDING ORGANIZATIONS
TUBITAK (Scientific and Technical Research Organization of Turkey): 
Information Services Department of TUBITAK was visited. This department's main 
duty is to supply scientific and technical know-how to Universities and Industry, for 
this reason there are numerous services held by this department. They are :
• Preparation of Information Centers Guide of Turkey which keeps all the 
information stored and accessed by organizations. TUBITAK prepares this guide 
utilizing the results of a questionnaire which it sends periodically.
• Providing Information search facilities to famous on-line data banks and data bases 
of US and Europe and some CD-ROM searches. TUBITAK provides CD-ROM 
search service for free to University researchers and for a fee to business and 
industry. The other service is always charged to its user.
• On request paper and report delivery from major abroad libraries.
TOBB (Union of Chambers of Commerce and Industry): As it is the union of 
chambers, TOBB has approximately 700,000 members from all around the country. 
Therefore it tries to provide some information services to its members. TOBB's 
services can be classified in two major groups. Services provided to member chambers, 
and services provided to individual members of the member chambers. EDP 
department of TOBB tries to develop standards for use within all the member 
chambers so that they will all use the same member management software, same 
product and industry codes and so on. While doing this standardization process for 
member chambers, TOBB also tries to form a data base of all the members of member 
chambers and to satisfy different query requests on this data. But because of difficulties 
of getting information about companies, TOBB data base only includes 30,000 records 
about companies, although the real member number is approximately 700,000. Queries
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made to this data base mainly give addresses and staff quantity of queried companies 
and users have to pay a fee for each address retrieved.
Another service provided by TOBB is the search and retrieval service to famous 
data bases and data banks of US and Europe. TOBB passes the connect and data base 
usage charges to the user by adding a markup for staff time used in each search.
ASO (Chamber of Industry of Ankara): ASO has 2500 members who are the 
industrialists in Ankara. Information about the address of the company and product 
type are recorded for each member. Having this information, ASO publishes Ankara 
Manufacturer Directoiy. In this publication, member companies are listed 
alphabetically and their brief profiles are given. ASO uses these computerized records 
to give an information service, so that on request, a variety of reports can be printed 
and a fee is taken accordingly. Other information services of ASO include quarterly 
and annual economic bulletins and monthly news bulletin.
KOSGEB (Small and Medium Sized Industry Development Association): 
Because KOSGEB is an industry development organization, it has many services from 
technical expertise support and test/analysis equipment support to seminars in a variety 
of areas. Moreover, with the Bilmer project KOSGEB will be increasing the size of 
information that it delivers to industry. As it can be seen from the content of the study, 
KOSGEB is planning to supply not only marketing information, but also other types of 
information that a company can benefit. In addition to these services, KOSGEB wants 
to satisfy foreign information needs of the industry by making its EDP department user 
of many on-line data bases and data banks. Companies, in need of information, apply 
EDP department of KOSGEB and state their information needs. EDP personnel try to 
find the requested information by querying the necessary data bases. Usually, a very 
small fee, which is smaller than the actual, is requested from the company.
ASIAD (Industrialist' and Businessmen's Association of Ankara): Being a 
local industry and business association, ASIAD collects regulatory change and other
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economic information related to business and industry, publishes these information in 
the form of booklets to distribute to its members.
TUSIAD (Industrialists and Businessmen's Association of Turkey): TUSIAD 
became a very powerful and influential organization in the economic and social agenda 
of Turkey by making lobby activities and preparing reports on important subjects. In 
addition to influencing Turkey by the above mentioned activities, TUSIAD works for 
the welfare of its members by publishing magazines and reports on the economic 
aspects of Turkey and by preparing a directory of member company profiles.
DÜNYA Gazetesi: This newspaper is a specialized one to only economic news. 
And it informs its members about many industry's conditions and stock exchange with 
its daily add-ins. In addition to these services, this company publishes industry specific 
magazines such as construction industry magazine and auto industiy magazine. 
Moreover, this company has a sister company with the name Dünya Research, which 
performs custom marketing research on request. Another sister company of this group 
is the supplier of Turkish related information to Telerate which is one of the most 
known on-line news deliverer in the world.
BSD A (Economic and Social Research and Consultancy): This company 
works as both a custom marketing and a syndicated marketing research firm. But they 
prefer custom marketing research projects because they are less risky. Company 
executive said that they only deal with syndicated research type projects when they do 
not have any customers and this condition did not happen for the last three years.
DEIK (Foreign Economic Relations Board): This organization is a non-profit 
organization which aims welfare of its members. It is like a union of members so that 
companies which want to make trading activities with a country form a country club 
within DEIK. This club decides on the type of activities to be realized by DEIK like 
market research for that specific country or trade shows and forms a budget for these 
activities. After then, DEIK is responsible to carry out these planned activities by
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disbursing the budget.
PIAR (Market Research Organization): Like BSD A, PIAR is conducting both 
custom and syndicated research at the same time. It is the most famous research firm in 
Turkey. PIAR typically prepares 150-200 custom market research reports and only 1 
or 2 syndicated research reports in a year, because of a similar reason of ESDA's. It is 
not a specialized company.
UBA (News Agency): This organization is a general news agency that collects 
and sells news about every subject to newspapers and broadcasting companies. Three 
years ago it started to publish daily economic news bulletins for industry and business. 
This service was an extension to the main activity of the company. But company 
manager says that these kind of services require marketing know-how and efforts, and 
since they did not have this orientation, this service became a failure. That is why, they 
gave up this service and return to their main activity again.
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Biltek A.Ş. is a company of Bilkent Holding. Main activity is marketing 
computers and related products. The famous computer brand "Data General" is 
successfully marketed for years and new products are added to the marketing line of 
the company every day. Deputy general manager of the company who is an electronics 
engineer with an MBA degree was interviewed.
KarselA.Ş. is a company who produces and markets onyx in various forms. The 
company is second company in competition. The son of the founder who is actively 
participating in management was interviewed. He is a mechanical engineer and he is 
having his MBA for the time being.
Erkunt A.Ş. is a steel casting company that works for automotive industry. It is 
the second company in capacity after Doksan which is a company of Koç Holding. In 
addition to working for domestic automotive industry, Erkunt has customers from 
Europe who are major automobile brands. The respondent from this company was the 
Deputy general manager who is a graduate of a business school.
Orsan A.Ş. is a company that deals with mass producing furniture and other 
wood works like doors and windows. It is one of the biggest and integrated production 
companies of Turkey. The respondent was a mechanical engineer and the deputy 
general manager of the company.
Testaş A.Ş. is a government owned electronics company which produces digital 
controlled measurement instruments like tachograph and taximeter. It is the leader in 
taximeter sales. The company has a research and development division which designs 
new products like electronic cashiers and magnetic card controlled measurement 
instruments. The marketing manager of this company was interviewed who is a 
graduate of a social science faculty.
APPENDIX D. LIST OF COMPANIES INTERVIEWED
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Ddrtel A.$. is a textile company which exports 90 % of its products to European 
countries and mainly to Germany. It has a well known brand name in Turkey, too. The 
company is owned and managed by four brothers that is where its name comes from. 
One of the brothers was interviewed.
Togo A.! .^ is one of the biggest integrated shoe manufacturer companies in 
Turkey. It is also owned and managed by four brothers. It has a well known brand 
name in Turkey in especially big cities. This company was the only one where the 
respondent was not a top executive but an employer from marketing department. The 
respondent was a graduate of a business administration school. But the owner brothers 
does not have any university degree.
Meteksan A.,$. is again one of the companies of Bilkent Holding. It is in the 
paper business. It is the market leader in both sales and in delivering the highest variety 
of products. The company has a planning department which produces reports about 
prospect investment areas. The marketing and sales manager of Meteksan was the 
respondent of our study.
Nace A.i^. is working in the filed of construction industry machinery equipment 
production. It is the market leader in domestic manufactured machinery sales with its 
experience and reliability. I interviewed both domestic and sales managers in the 
company, since they were also responsible from marketing.
Karel A.! .^ is an electronics manufacturer and importer company and it is the 
market leader in the sales of their own small office type telephone switchboards. The 
company is constantly adding new products to its product line like fax machines, 
portable telephone and videophone. The product development activities are done by 
the research and development group. Marketing and Sales manager was interviewed 
from this company. Although, the educational background of this man is not known, 
the owner family are all electronics engineers.
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Telesis A.Ş. is a similar electronics company with Karel except the size of their 
telephone switchboards. While Karel is specialized on office type small switchboards, 
Telesis’s main area is bigger, building type switchboards like those used in hospitals and 
big organizations. Marketing manager of Telesis who is a business administration 
graduate was the participant in our study.
Mobilya Gün A.Ş. is a famous home and office furniture manufacturer. In the 
recent years, it started to enter the bids of big decoration projects like hotels, hospitals, 
and head office buildings of big organizations. The company is planning to build a big 
factory and move its production to there while specializing on only some of the 
furniture and projects. The son of the founder who is an industrial designer and his 
wife from the same occupation manage the company. I interviewed with deputy 
general manager who is an economist.
Elimko A.Ş. is a company working in industrial automation systems and 
automatic control instruments. Because it produces many instruments, and has a wide 
operation area, it is difficult to talk about competitive position of this company. But, 
with its size and variety of products, it is the market leader in domestically 
manufactured products. The company has a research and development group. Elimko 
is founded and managed by four electronics engineers. The participant to our study 
was the general manager who is one of these partners.
Biltepe A.Ş. is working for construction industry by producing gypsum in both 
powder and block form. It is the innovator company in Turkey by first producing 
block formed gypsum with the brand name "Alcipan". The company is rather new and 
has became operational since 1990. The general manager of the company who is an 
industrial engineer with a master degree was our participant. This company is a Bilkent 
Holding company, too.
Seğmenler A.Ş. works in food industry. It has a factory for producing jam and 
halva. Moreover it has a packaging facility which it uses to package and sell dried
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fruits, nuts, lentil, rice and beans. Because, in Turkey there are no other companies 
diversified as Seğmenler, it is the leader in total. But for the individual products, 
specialized brands sometimes outperform Seğmenler. The owners of the company does 
not have a university education, and the participant who is the marketing manager was 
a graduate of religion faculty.
Nuhun Ankara Makarnası A.Ş. is the leader macaroni producer of Turkey in 
both capacity and sales. Besides, it exports its macaroni types to many countries and 
the general manager says that their brand has a more luxury and quality image than 
Italian macaroni brands in Iran and that is why it is the highest priced macaroni in the 
Iran market. General manager of the company is a business administration graduate 
with masters degree.
Tekofaks A.Ş. is the first importer and marketer of fax machines to Turkey 
market. It is the distributor of the brand "Panasonic". The marketing and sales manager 
of Ankara division says that their brand image in the Turkish market is so powerfial that 
customers are preferring their brand although there is a huge price gap with the other 
brands. In addition to fax, Tekofaks expanded its product line with photocopy 
machines, pagers, handyphones, and recently electronic boards to replace blackboards.
Hema Elektronik A.Ş. This company is the direct competitor of previously 
introduced Testaş. This is a private company and does exactly same manufacturing and 
similar R&D projects like Testaş. The digital circuit included identification cards to be 
used as drivers license and hospital cards are their newest projects. General manager 
and his deputy of the company were interviewed together.
Pet Holding A.Ş. is one of the biggest company groups in Turkey. Its companies 
operate in the areas as trade both domestic and foreign, distribution of imported 
products, construction, petroleum, mines, and leather and chemical products 
manufacturing. Holding company has a centralization function to give some of the 
services like computer, accounting and planning centrally. I interviewed a lady whose
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title is deputy general manager of the holding company and main consultant of the 
president of the holding. She is a chemical engineer, with previous experience in 
economic and marketing research and planning.
Aytemizler Makina A.i^. is a company of Aytemizler group which deals with 
textile and machinery industiy. The interviewed company produces and exports 
containers. It has a very competitive design in both warehouse type and life type 
containers and that is why it has a substantial market in Germany. The general manager 
of the company who is also a member of A5^ emizler family was interviewed.
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